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Hunt for 
The Money 
Where the 
Money is. 


Follow the crops. It will be found in the 
pockets of the country people. 


Those who raise the crops circulate it in 
their immediate towns. 

To attract this money in exchange for mer- 
chandise, the local paper is the practical and 
effective means. 

The country people have the money. 


They read the local weekly, and spend their 


money through advertisements in its columns. 


More than one-sixth of all the country readers of th 
United States read, weekly, the 1450 local papers of the 
Atlantic Coast Lists. 

One order, one electrotype does the business. 


Catalogue and estimates for the asking. 


ATLANTIC COAST LISTS, 


134 Leonard Street, New York. 
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A JOURNAL 
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ADVERTISERS. 
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HOW A WOMAN OF FAMILY 


,EADS THE NEWSPAPERS.* 


| have always been a careful reader 
if the daily newspaper. I suppose 
riginally I caught the habit from my 
ind, who, like most thorough- 
ng Americans, was an inveterate 
wspaper reader. The habit grew 
me, and for many years I have 
een a newspaper reader from choice. 
> women spend much of their time 
the perusal of novels. I prefer to 
ote much of the time at my disposal 
the daily journals. 
| read the Herald, the Sun (and 
eing a resident of Brooklyn) the even- 
g / agle. 
I begin by reading the most impor- 
nt piece of news; it may be a great 
crime, an interview with some distin- 
uished man on a leading topic of the 
ay, or an article exposing some great 
pu wrong. I read such articles 
carefully through, and it is no objec- 
tion to me that they may be presented 
in a sensational manner; in fact, I 
think the news should be laid before 
readers interestingly, but, at the 
time, truthfully. ‘lhe fact is 
that the daily newspaper contains the 
facts and the romance of life. I can- 
not understand why women will read 
so many trashy works of fiction in 
preference to the stories from real life 
e found in the journals of the pe- 
to which the great novelists 
hemselves go for incidents and plots. 
I panorama of actual existence, as 
presented from day to day in our 
large American dailies, is, to my mind, 
a subject of continual interest. 
| will not read a dull or a stupid ar- 
There are not many such ar- 
published in our papers, but it 
times happens that a subject is 
ten about in a very heavy manner. 
h an event, I pursue the policy 
Montaigne in regard to books—I 


In 
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Same 


terview with Geo. J. Manson. 
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pass on to passages that are more to 
my taste. 

I suppose women, whom the philos- 
ophers (who write the most and know 
the least about us, by the way) have 
called erratic, show this peculiarity of 
their disposition in reading a newspa- 
per. I must confess, though I have 
long since passed the years of discre- 
tion, that, after having read the lead- 
ing news article as I have described, I 
jump from one page to another, and 
read without any system. I always 
read the news summary in the Heraid, 
and one or two of the editorials in the 
Sun. I admire the latter from the 
literary point of view, though I believe 
them to be full of the spirit of fersi- 


flage, rarely reflecting the honest opin- 


ions of the writer. Such editorials are 
chiefly interesting as literary curiosi- 
ties, showing the power some journal- 
ists have in using words to conceal 
their thoughts. 

I do not read the society news, or 
the doings of so-called society people, 
who simply get their names in the pa- 
pers because of their wealth. As I do 
not know them and have no desire to 
know them, living in a somewhat 
limited but very pleasant social world 
of my own, why should I waste my 
time reading about them? 

I read advertisements about dry 
goods and all kinds of personal apparel 
and household goods. The best proof 
that women do read such announce- 
ments is the fact that so many of such | 
advertisements appear in the papers. 
I like ads that describe briefly and 
honestly the article advertised, and 
mention the prices. I do not see how 
a dealer can afford to be dishonest in 
these announcements, because women 
of experieace will not submit to being 
fooled very often, and if they are led 
to go toa store from false pretenses in 
an advertisement they are naturally 
very angry, and avoid that store as 
much as possible thereafter. That 
part of Lincoln’s aphorism about your 
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being able to fool some men all the 
time does not (in the matter of shop- 
ping, at least) apply to women. But 
they know that ‘‘ bargains’’ are con- 
stantly being offered by the big depart- 
ment stores, and they are always on 
the alert to take advantage of bona fide 
offers. 

I read my local paper, the agile, 
very carefully, and I am specially in- 
terested in any articles pertaining to 
the growth or the improvement of the 
city. As I ama property owner I am 
compelled to read specia] notices and 
tax notices in both the New York and 
Brooklyn papers. It has often oc- 
curred to me that all such notices 
might be presented in such a manner 
that the reader could quickly get at 
the substance of the announcement. 
For instance, I am only interested in 
my own property, other owners are 
only interested in theirs. Instead of 
having the street and number or the 
location of the property appear in the 
middle of the advertisement after a 
lot of legal or official verbiage, why 
not print it as they print boarding- 
house announcements and to let ad- 
vertisements ; place at the very outset, 
in good sized type, the number or 
In that way 


location of the property ? 

the reader can quickly discover whether 

the notice is of interest to him. 
Among the magazines I read /ar- 


pers, Scribner's and the Century. In 
them the articles on travel and the 
descriptions of famous places in Europe 
or in this country most appeal 
to my fancy. And I always look 
at the advertisements in these peri- 
odicals. Frequently I send for cir- 
culars in regard to some _ house- 
hold article that has been advertised. 
To my mind this sheuld prove an 
effective method of advertising. I 
mean the sending of a circular describ- 
ing the goods on application of the 
reader who has seen the announce- 
ment. The mere general description 
of an article would not induce me to 
purchase it, but a circular giving full 
details might lead me to become a 
customer, if I thought the advertiser 
was trustworthy, and I would so think 
if I saw the advertisement in one of 
the high-class periodicals I have men- 
tioned. I never pay any attention to 
circulars that come in the ordinary 
course through the mail. 
ot aa ae 


By signs of wealth you'll recognize 
The men who widest advertise. 


MID-SUMMER BOMBARDME)} 


HOW AGGRESSIVE DOG-DAY ADVE! 
ING HELPED HAYDEN BROS., OM 
—IT PAYS TO ADVERTISE W 
OTHERS ARE NAPPING, 


When I joined forces with Ha 
Bros., Omaha, Neb., about a year a 
thought I saw a glorious opportun 
hypnotize the ordinary dead su: 
trade into something then unknow 
Nebraska merchants. 

And the result somewhat aston 
the natives of this prairie swept Stat 
well as the tenderfoot from the 
advertising fields of the Hub. |! 
handling the advertising of the m 
house of Jordan, Marsh & C 
Boston, to writing and placing Ha 
Bros.’ bargain stories, was quite a 
But health conditions and physi: 
orders sometimes turn our lives t 
turvy, and, well, at any rate, I f 
myself one June morning of last 
out in Omaha, under contract t 
Hayden Bros.’ advertising. 

But how was I to start in? W 
was I to begin? 

This, the biggest department |! 
in Omaha, never had an advert 
manager. And I was the first on 
come along and try and evolve a2 wv 
oiled advertising department, 


out 


what appeared to me to be dismal chaos 


A most peculiar order of things 
isted at the time of my arrival, a1 
was told the same conditions were t 
found in the other Omaha st 
This was the situation. As they 
never had an advertising head, the var 
ous heads of departments (about 4: 
all) would each get up whatever he 
fit to advertise his special departn 
and personally take or send dow 
contribution to the newspaper off 
This contribution was left to the t« 
mercies of a foreman in the comp 
room, to be dovetailed somewher« 
the general Sunday or other ad be! 
ing to Hayden Bros. Thus the O: 
Sunday Bee would be a couple or t 
days gathering in the bargain annoi 
ments of this house, and when the w 
thing was brought together it w 
weird and wonderful mosaic of { 
different individualities. It is prov 
ial that the smartest department h: 
—the men who are keenest in dr 
bargains and making dollars appea 
the right side of their department | 
ers—are frequently the poorest 
writers, 
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The situation was quickly realized. 
In the first place, I picked up the 
ymaha Aee and studied it. I noticed 
hat the display advertising of the local 

yuses for this particular day (it hap- 
ened to be on a Monday) did not 
:mount to a row of pins. The Ne- 
raska Clothing Company’s ad was 
bout the only display one. On the 
ist page was an eruption of poorly 
vritten, poorly arranged and very loose- 
vinted ‘‘ locals,” or in other words, a 
tt of items and prices arranged in 
igle column, in ordinary type, without 
gard to display. An old-fashioned 
ead-line or two, after ‘‘the tremen- 
lous bargain” order, headed these 
ittempts. 

Che other daily, 7he World-Herald, 
id about the same story. The Boston 
store, Ferguson’s, the Morse Dry Goods 

, in fact, all the dry goods stores in 
town, seemed to be satisfied with these 

locals.” 

Che suggestion occurred to me, why 
vouldn’t it be a good idea for some 
lepartment house to take advantage of 
this general business lassitude and begin 
1 bombardment of mid-summer adver- 
tising. Such a house would have a 

ear field to itself. I thought the 
cheme worthy of trial and as I had 
carte blanche from Hayden Bros. to 
lo or write absolutely as I pleased in 
the advertising line, I started in to 
arry out this idea. 

A contract was soon made with the 
Omaha Bee and World-Herald where- 
with one-half a page space was to be 
taken Mondays, Wednesdays and Fri- 
days and one-third page space Tuesdays, 
rhursdays and Saturdays, while on 
Sundays full page spaces would be 
taken. These spaces were to be occu- 
ied by regular display advertisements. 
In the display line, at any rate, they 
certainly had the whole field to them- 
selves. 

Newspaper space out there is quite 
reasonable. The annual summer lan- 
guor had crept over trade and the 
Omaha merchants were doing as they 
ilways did at that season of the year, 
namely : resting on their oars. 

I started in to work on a Monday 
morning. The next day Hayden Bros. 
had a third page display announcement 
in the morning and evening papers ; 
Wednesday saw a half page ; Thursday, 
a third page; Friday, a half page; 
Saturday, one-third page, and—and— 
Sunday a full page ! 


Great Christopher! The other mer- 


chants didn’t know what came over 
Hayden Bros. 

Had that theretofore eminently sen- 
sible house suddenly developed a streak 
of insanity? Were they buying up 
newspaper space simply for the sake 
of filling the newspapers and seeing 
their name in print ? 

A visit to their store showed consider- 
able method in their madness. Yard 
sticks were flying in the dress goods and 
calicoes. The head of the silk depart- 
ment said he never saw anything like 
it before. Scales were busy in the 
groceries. Household goods were melt- 
ing away in the furniture, carpet, 
crockery and kitchen departments, 
while in the other stores there was the 
usual mid-summer, graveyard silence. 
The Bee, the World-Herald, Hayden 
Bros., and MacDonald—as well as a 
variety of other interested ones—were 
feeling quite happy at this remarkable 
increase of business all around. 

The success of this dog-day advertis- 
ing was most pronounced. It aroused 
torpid trade—it stimulated general in- 
terest amongst Omaha's female popula- 
tion as to Hayden’s wonderful bargains 
—and it ‘‘set the other fellows a 
guessing.” The other merchants thought 
it wise to imitate Hayden Bros.’ method, 
but that enterprising house had all the 
wind in its sails and the proprietors 
were well pleased with this unlooked- 
for trade at this season of the year. 

In Omaha, or any of these far West- 
ern cities, the advertiser should blow 
his horn long and loud. The concern 
that makes the most noise out there 
(other things in proportion) is the one 
that ‘‘ gets there.” Modesty is a drug 
there in the advertising market. It 
is the general character of the climate 
and people not to be over afflicted with 
a sense of their small importance. 
When the pioneer real estate and gen- 
eral business men began to advertise 
some score or more years ago in the 
West, they spoke with such emphasis 
that they were heard ali over the world, 
and as aggressive, progressive advance- 
guards, they understood their business 
and built the West up to be the point 
where she is to-day ; consequently, as 
the West is to-day aggressive, her ad- 
vertising should be so, to be successful. 

ANnGus MACDONALD. 
wipe 

Tue object of advertising is to tell the 
public the names of desirable things, why 
they are desirable, where they are to be had 
and what they cost. That is the framework, 
All else proceeds from it.—B. AM. Moses. 
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A NEW JERSEY DEPARTMENT 
STORE. 


HOW A NEWARK DRY GOODS HOUSE 
ADVERTISES—THE EVILS OF SPECIAL 
SALES—DOESN’T BELIEVE IN STATING 
THAT EVERYTHING IS WORTH TWICE 
AS MUCH AS PRICES CHARGED—ORIG- 
INAL METHODS OF KEEPING THE 
STORE BEFORE THE PUBLIC—INVITES 
COMPARISON WITH THE NEW YORK 
DEPARTMENT STORES, SO AS TO BET- 
TER EMPHASIZE ITS OWN MERITs. 


The story of the advertising of a 
big retail dry goods store was told to 
me the other day by Mr. Charles 
Michael, of the enterprising firm of L. 
S. Plaut & Co., of Newark, who are 
to New Jersey’s metropolis and the 
State behind it what a judicious ad- 
mixture of Altman & Co., Stern Bros. 
and R. H. Macy & Co. might be to 
New York City. 

WHEN THE ADVERTISING BEGAN, 

‘We began business in 1870,” said 
Mr. Michael, ‘‘and in July celebrated 
our twenty-fifth anniversary. Even 
such an event as this did not make 
more than an extra ripple in the cur- 
rent of our general advertising. We 
added to it by a page or two extra in 
a few of the dailies; that was all.” 
(Mr. Michael has been in charge of 
the advertising about five years.) ‘‘So 
far as I have investigated,” said he, 
‘*we did not do any advertising when 
we started in business. I have gone 
through all the files of the local papers 
and found absolutely nothing whatso- 
ever up to 1876. Of course in those 
days dry goods stores weren’t such 
hustlers as they are to-day, and only ad- 
vertised occasionally We didn’t begin 
regular advertising until 1882, when we 
began to use the local newspapers 
largely. The rapid growth of our 
business is all within this period. We 
use all the local papers for seventy- 
five miles around Newark, or in the 
neighborhood of roo mediums, all told. 
We change our ads with every issue of 
these wherever possible, as we believe 
that eternal vigilance is the price of 
advertising success.. I suppose the 
key-note of our policy is that we are 
always very positive in our statements 
and always talk direct to the public. 
We have adopted no special style, but 
directness is the soul of ail our an- 
nouncements. This has succeeded in 
establishing a confidence between us 
and a large buying public. Our firm 
is all young men, composed of two 


brothers of the original founder (L. S. 
Plaut) and my brother, Oscar Michael. 
The oldest of them is thirty-four, the 
youngest twenty-eight. Our salesrooms 
and storage buildings aggregate 100,00 
square feet of space, and we do the 
largest dry and fancy goods retail busi- 
ness in New Jersey. 
THE SPECIAL SALE. 

‘* Of course our methods of attracting 
publicity are innumerable. Perhaps 
the special sale is the most important 
But we are not believers in alway 
hammering out bargain announce- 
ments. We think they educate the 
people to look for more than they arc 
entitled to and more than we can give 
them. Hence they make it harder for 
the merchant to do a steady, legitimat: 
business. For instance, a lady come 
in and examines a certain article. Th« 
price is told her. She exclaims: ‘| 
that good value?’ The answer is, of 
course, in the affirmative, and the ar- 
ticle is really marked at only a fair 
profit. But she feels she can’t afford 
to or won’t buy to-day, as the special 
sale floats across her vision. Some- 
times she tells the clerk frankly she 
will wait till the mark-down comes, 
and so many a regular sale is lost. On 
the other hand, special sales have a 
tendency to increase trade and kee] 
things moving during dull times. A 
special sale with us means more than a 
single article. We generally go through 
a whole department and mark down 
enough to make a real impression on 
the public. We thus, in time, ¢ 
through one department after another 
an | keep up the feeling that everything 
can be bought cheaper here than any- 
where else. The special sale has its 
good and bad features. 

HOW Hi WRIT)S HIS ADS, 

My plan in preparing ad matter— 
and I think it is followed in most larg: 
retail stores—is to secure copy fron 
each department head or buyer. | 
then arrange the ad with an eye t 
general effect ; add head and foot-lines ; 
sometimes prepare a little introductory 
talk on a current topic—the weather, 
perhaps. I select type and have it set 
up, and a proof submitted if practi- 
cable. I have no plan of ad construc- 
tion, but always try to find an idea for 
the occasion. I use cuts plentifully 
and believe in lots of common sens« 
display. I use borders and all that 
sort of thing freely, but have never 
even considered the adoption of any 
one style, either in writing or dis- 
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laying our ads. Price figures I make 
very prominent, using large, plain type 
wariably, in the style of Blooming- 
ale Bros. I get my ideas more from 
eneral reflection and the requirements 

the situation than from any work I 

Daily and Sunday papers are un- 
iestionably the best mediums for a 
y goods house. 

A SUGGESTION. 

‘*Of course, being the largest and 
,ost prominent public purveyors in 
New Jersey, we get frequent calls 
rom solicitors for souvenirs, local pro- 
rammes, etc. We are liberal in this 
rection, but if the price asked for 
ace is exorbitant we can usually sum- 
ion the backbone to refuse. I think 

could help to educate this class of 
eople by occasionally giving them a 
ttle lecture about what their space is 
eally worth, for many of them seem 

have no idea. Perhaps it would be 
good thing to form a combination 
imong local advertising men in many 
towns and fix a scale of prices. 
DOESN’T BELIFVE IN OVEKSTATING 
VALUF. 

‘‘I don’t believe in stating in our 
innouncements that every article we 
sell at one dollar is the two-dollar kind. 
I think when you can satisfy a buyer 
hat he is getting a dollar’s worth for a 
lollar, he makes a good customer. 
Dry goods and department-store adver- 
tising in most of the large cities to-day 
eems to rely on convincing its readers 
that they are actually giving them this 
two dollars for one dollar. This is a 
passing infection and will disappear in 
lue time. We have always refrained 
from filling the bulk of our advertise- 
nents in this way. Goods that become 
inseasonable and the assortments bro- 
ken, we can afford to announce a bona 
fide reduction on ; and there are enough 
f these to keep our announcements 
bristling with real bargains without re- 
sorting to untruths or exaggerations. 
We think our customers have learned 
this much at least from our announce- 
ments, 

BILL-BO\RDS AND OTHER MtTHODS 

‘* We use the local bill-boards, mere 
1 less, every season. We mail circu- 
lars to further a special department 
We have a large list of names of 
buyers, which we use in part or whole, 
as the event calls for. To these we 
send appropriately gotten up folders, 
booklets, engraved opening announce- 
ments silk bannerets and devices of 
every kind to interest and attract at- 


sale, 


INK. - 


tention. At a special sale in the linen 
department recently I sent out a small, 
printed napkin. I pasted a penny on 
a large number of printed cards lately, 
asking the receiver to return it in the 
shape of a postal card, ordering a sev- 
enty-five cent shirt on trial. I am 
always looking out for and adopting 
novelties. We nave only one way of 
tracing results from such things. That 
is, if there is a noticeable increase in 
sales in a certain department. We 
have found very often that a certain 
thing did have a very good result. 
Sometimes the most striking novelty 
fails. We have worked the ‘ Brownie’ 
fad among the children with good re- 
sults this spring in a variety of ways. 
Of course everything for the dry goods 
trade, which is our principal business, 
must be in good taste—even the large 
ads. This will inevitably help to a 
better class of trade. A big dry goods 
store within these lines can indulge in 
almost anything in the nature of adver- 
tising. I will give you a few details. 
SOME ORIGINAL METHODS. 

‘*We buy yearly and distribute free 
thousands of copies of popular sheet 
music, and of a ‘ Buyer’s Guide,’ con- 
taining practical information, that I 
edit myself. We have had several free 
exhibitions of paintings. We had the 
‘Niagara Falls’ here this spring—said 
to be the largest painting in the world. 
Last year we had a complete entomo- 
logical exhibit, lasting two weeks, that 
drew immense crowds of young people. 
We had the smallest Shetland pony in 
the world, with a tail fourteen feet 
long, that caught the young ones in 
shoals too. We have advertised and 
given food exhibits of all kinds. The 
phonograph - photographing machines, 
trade demonstrators, darning machines, 
curling irons, looms for ribbon-making 
and for making Turkish rugs—we have 
given away millions of separate articles 
of value of various kinds. We also 
run excursions from country towns— 
R.R. and street car tickets free. This 
is all direct advertising. 

NEW YORK COMPETITION, 

‘Of course our proximity to New 
York suggests close competition with 
the big metropolitan dry goods stores. 
The fare is only twenty-five cents for 
the round trip. So far from quietly 
ignoring this, we call constant atten- 
tion to it in our ads by quoting New 
York prices and adding our own for 
comparison. We also build up in every 
way the idea that we are a metropoli- 
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tan house, and we emphasize this by 
palpable facts that people soon take 
hold of. For instance, we have made 
our ribbon department larger than that 
of most New York stores, and adver- 
tise it liberally. We carry out metro- 
politan ideas in the arrangement and 
decoration of our store, and we can go 
them one better in the matter of light 
and air—a very great advantage to dis- 
criminating shoppers. So we have it 
pretty much our own way in New 
Jersey now. It is to advertising that 
we owe our marvelous growth in a city 
so small compared to New York.” 
J. L. FRENCH. 
INSURANCE ADVERTISING 
‘By Joel Benton 

Several writers lately have had some- 
thing to say upon the methods of ad- 
vertising employed by the great in- 
surance companies. The one thing 
apparent about insurance advertising 
is, that it is almost always a uni!orm 
tabular statement, made up mostly of 
detailed and balanced figures, which 
go to show how large the assets are on 
which the company can draw to pay 
the claims against it. 

The objection to relying solely upon 
this one method of printed publicity 
is, that it addresses effectively only 
commercial men—or men who are 
highly endowed by nature with a keen 
commercial instinct. To the great 
multitude, figures in a table—even if 
it is a very brief and simple one—are 
more or less a puzzle, asa table of 
logarithms would be. They get no 
nutriment or enticement from it, and 
often little intelligence, when they get 
any. 
Now, the insurance business is one 
of immense magnitude, an@*has many 
sides and alternatives to it. The ab- 
solutely sound company, managed for 
security before anything else is con- 
sidered, and with as much cheapness 
as can be attained for the patron after 
the first size gua non is made impreg- 
nable, has really a good deal to tell 
that goes far beyond its own resources 
and solvency. It represents the one 
business, perhaps, of all others, that 
must perpetually educate its patrons 
from year to year as to the nature of 
insurance, and its value both as a de- 
fense and as an investment. For a 
very large majority it must ‘‘ diagnose 
the case,’’ as it were—that is, tell each 
person addressed what he most needs. 

A good company will also, unpleas- 


ant as the task may seem, show tl 
public to which it appeals why certa 
unscientific modes of insurance mi 
ultimately end in disaster, howev. 
alluring their glowing offers of chea 
ness may be at the outset. All thes 
and many other things, cannot well 
accomplished in a limited space, a1 
in a newspaper broadside, would n 
be read by the multitude who are to 
reached and interested. 

Notwithstanding all this, the print« 
advertisement is rarely more than 
casual or quarterly thing with insurar 
companies, and is mainly the stror 
tabulated statement of their resource 
to which I have referred. Most cc 
panies, however, publish some weel 
or monthly circular, which gives a g¢ 
deal of pertinent intelligence about t 
business, while a few of them pri: 
quite readable periodicals, in whi 
prose, poetry and humor are bright 
mingled with the business matter. 
remarkable sample of this sort of | 
riodical, in which literature is ma: 
auxiliary to the insurance purpose, 
the Zvravelers’ Record, of Hartfor 
Conn. And there is no doubt that 
does excellent service for its compat 
Its editor, Mr. Forrest Morgan, is 
thoroughly trained a man in econom 
that he is author of the best edition 
the works of Walter Bagehot extant 

But the main reliance for insuran 
advertising is personal appeal and t! 
plowing of the country by gener 
and special and peripatetic agents. 
is certain that no advertisiug can ta 
the place of these, a prominent man 
one company going so far as to say t 
me lately that what it gave to man 
papers was either for philanthropy t 
the journals, or for a diplomacy th 
sometimes counts for benefit. 

It may be presumptuous for one n 
an expert in the business to say th 
this view is, perhaps, a little extrem: 
If the confiding or conversational a 
vertisement will not adapt itself to i: 
surance—being too flippant, brief ar 
staccato—there seems to be no reas 
why some style would not. In ot! 
words, I think some new form of 
vertising insurance—even if a spe 
style should need to be invented { 
the purpose—would be worthy of 
good insurance company’s special at 
tention. 

+o 


THE great art in writing advertisements 
the finding out a proper method to catch t! 
reader’s eye; without, a good thing ma) 
pass over unobserved.—A ddison, the Tattler. 





PRINTERS’ INK, 





There is Great 


Waste in 
Advertising. <a 


lf every reader of every publication that 
you use should see your advertise- 
ment, there would be much less 
waste—or if even half of them should 
see it. 

Your desire is to attract the greatest num- 
ber of the readers of any given pub- 
lication; the greater the percentage 
the greater your amount of gain. 


THE SUN 


is anewspaper made to be read and is read 
from first column to last. Of many rea- 
sons why advertising in THE SUN pays, 
this is an important_one. 


The Sun, New York. 
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The “BIG FOUR” of CANADA. 


9 th YEAR Published Weekly. 
of publication. $2.00 per annum. 


The Canada Presbyterian. 


In Toronto THE CANADA PRESBYTERIAN is patronized more liberal 
by the Leading Advertisers than is any other of the Canadian Chur 
Weeklies. ‘This, to wide-awake foreign advertisers desirous of using on 
the best mediums, is significant, and requires no comment. 

THE CANADA PRESBYTERIAN is the representative paper in a Chur 
numbering more than 700,000 members. Address 


PRESBYTERIAN PRINTING & PUB. CO. (Limit: 


Curis. B. Roptnson, 
Manager ro Department. 5 JORDAN ST., TORONTO. 


j th YEAR Published Weekly. 
of publication. $3.00 per annum. 


THE WEEK. 


THE WEEK is the only high-class journal in Canada devoted to Literatur: 
Politics and the Arts, circulating among the wealthy and cultured classe 
THE WEEK has exerted a widespread influence and won an extensive 
popularity ; it is therefore invaluable as an advertising medium. Addres 


_THE = WEEK PUBLISHING | co.  (Ltd.), 5 Jordan St., Toronto. 





: YEAR Published Weekly. 
of publication. $1.50 per annum. 


The Dominion Odd Fellow. 


THE DOMINION ODD FELLOW is the organ of the oldest and largest 
beneficial society in Canada, regularly read by the solid mass of the men 
bership. Address 


THE DOMINION ODD FELLOW, 5 Jordan St., Toronto. 


| th YEAR Published Monthly. 
of publication. $1.00 per annum. 





« THe Rural Canapian. ~ 


The leading Monthly Agricultural Magazine of the Dominion, Firmly fixed i1 
the esteem of thousands of practical farmers in every Province. Address 


THE RURAL CANADIAN, Jordan St., Toronte. 
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- Multiply 
> By Two_. 


The daily circulation of any 

newspaper published in or for 

fifty miles around Atlanta, and 

the amount will not equal the 
daily issue of . 


tm ATLANTA 
JOURNAL 


Every paper >rinted has its pur- 
chaser. You buy publicity when 
you advertise in... . 


THE JOURNAL. 


HOKE SMITH, President. 


F. H. RICHARDSON, Epiror. 
H. H. CABANISS, Business Manacer. 


er 


S. C. BECKWITH, 


Sole Agent Foreign Advertising. 
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SMELL! 


The Rookery, CHICAGO, Tribune Building, NEW YORK. 


VW—eDI lili bi bi hi hilt & 04 


Robert W. Cox, Washington, D. C. 
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th Richmond 
Dispatch =" 
se aan want OLD DOMINION 


For years the favorite with both readers and advertisers 
With Readers on account of the fullness and reliability of its news, 
its clean and able editorial matter and its wholesome influence, and 


With Advertisers because of its Circulation, far ahead of all 
others in its section. 


Unquestionably the best advertising medium for trade in Virginia 
and North Carolina, 


For vates (which are reasonable) or other information, address 
J. E. VAN DOREN SPECIAL AGENCY, 
PUBLISHERS’ DIRECT REPRESENTATIVES, 
Tribune Building, New York. 1320 Masonic Temple, Chicago. 


Ws > > > > = > > > > > et ~~ 
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Mobile Register 


The Fayorite Family Newspaper 


in Southern Alabama, Southern Mississippi and Western Florida 


Seeseecoeseaeeeeeeeeeeseonosesess 


Covering a Field 


exclusively its own, it is a necessity to those seeking the 


trade of the Gulf Coast. 
Its continued liberal use year after year by both local and general 
advertisers attests its value as a medium. 


Rates, sample copies or other information on request. 


J. E. VAN DOREN SPECIAL AGENCY, 
PUBLISHERS’ DIRECT REPRESENTATIVES, 
Tribune Building, New York. 1320 Masonic Temple, Chicago. 
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THE PRIZE ADVERTISEMENT. 
SIXTH WEEK. 


In the sixth week of the competition 
the PRINTERS’ INK Vase, fifty-three 
rtisements were received in time 
consideration and report in this 
re of PRINTERS’ INK. The week 
is notable for bringing the largest 
ber of advertisements thus far, 
highest number hitherto reached 
ng thirty-four. Of all these the 
here reproduced is thought to be 
e best : 


PPEVVVA-VAVSVV)P 


Your business will show signs of 
decay ufiless you push it with 
the RIGHT kind of advertis- 


= «© . «* 





PRINTERS’ INK 


PP PPV POP PVP BBPVlFl™ 
Published by Geo. P. Rowell & 
’ Co., 10 Spruce Street, New York 
City, will call on you seca its 
48 to 80 pages 


¢ FILLED TO THE BRIM WITH 


BSVVIESVessesesesesesseseses 


> 


the BRIGHTEST ideas of master 
minds in the advertising field 


TRADE BRING-NG IDEAS!!! 


Such a handy size, too, you'll 
carry it in your pocket and be 
pulling it out every spare mo- 
ment, only laying it aside for the 
next number. Your address on 
postal will bring sample copy, 
next step your name on subscrip- 
tion list. ‘ pe 2 


Costs now f 00 
Will soon be 5.00 
Well worth $100.00 
you'll say after seeing it. 
Want a sample copy ? 
Your address, please. 


BVO O8-BOOBSO8 
This advertisement was written by 
ir. R. S. Carleton, of New Haven 
Conn., and appeared in the New 
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Haven (Conn.) Morning News, of Aug. 
28, In accordance with the original 
offer, a coupon entitling the holder 
to a paid-in-advance subscription to 
PRINTERS’ INK from date of presenta- 
tion to January I, Igor, the beginning 
of the twentieth century, has been sent 
to Mr. Carleton, and a second coupon 
of the same class was also sent to 
the advertising manager of the News. 

Mr. Carleton’s advertisement will 
be placed on file and have further con- 
sideration December next, as promised 
in the terms of the competition set forth 
in the 76-page pamphlet prepared for 
the purpose of fully conveying the par- 
ticulars and conditions of the competi- 
tion for the PRINTERS’ INK Vase. The 
pamphlet will be sent to any address on 
application. 

The fifty-two unsuccessful com- 
petitors passed upon this week each 
received a coupon good for one year’s 
subscription to PRINTERS’ INK, and 
have to be content with this very 
moderate compensation for the effort 
put forth. Each one, however, may 
find satisfaction in knowing that, al- 
though he failed to take first place 
this week, nearly twenty more oppor- 
tunities are still open to him, if he 
chooses to repeat his effort. 

So much interest is already awak- 
ened in this contest as to make it quite 
apparent that the twelve who finally 
come out ahead in the competition will 
have no reason to regret that ability to 
write a good advertisement had been 
acquired and put in practice. 

Mr. Frank W. Decker, of 155 Cham- 
bers St., Newburgh, N. Y., who won 
the five-year coupon in the third week 
of the competition, writes PRINTERS’ 
INK to say that he will be glad to fur- 
nish another ad to any publisher gra- 
tuitously, who will insert it on the same 
terms. Publishers who think they can 
win a five-year subscription coupon 
with Mr. Decker’s aid, should write 
him direct. 

The finishing touches of a great work 
may mar its beauty entirely, if unskill- 
fully performed ; and the same holds 
true of an otherwise good ad. PRINT- 
ERS’ INK is led into this reflection by 
having received during the week sev- 
eral ads which would have been excel- 
lent had a proper attention been paid 
to the minor details of punctuation, 
grammar or syntax. Excellence in ad 
writing, as in any other field, comes 
from attention to the little things which 
collectively constitute excellence. 
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Prompt Pay 
Wins the Day 


Ask any newspaper man to name the 
one advertising agency that always pays 
its bills on the minute they are due and 
presented. Ask yourself whether a 
reputation of being the promptest pay of 
any, extended and sustained over thirty 
years, is or is not worth something in 
obtaining best service at the lowest price. 
If the answers are favorable to the 
undersigned and you wish to do some 


advertising 


ADDRESS 
THE GEO. P. ROWELL ADVERTISING COMPAN 


NO. 10 SPRUCE STREET, NEW YORK. 
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A LYING CIRCULATION STATE- 
MENT FROM ONE RELIGIOUS 
NEWSPAPER DETECTED AND 
EXPOSED BY ANOTHER. 


The publishers of the American 
Newspaper Directory make a practice 
{ accepting any newspaper man’s state- 
ment concerning what his circulation 
1as been for a year, if duly signed and 
lated, and they guarantee the accuracy 
f any such statement by a reward of 
1e hundred dollars, payable to the first 
son who proves that it was not true. 
Che following correspondence illus 
rates a curious Case. 
Office of 
‘* SOUTHWESTERN PRESBYTERIAN,” | 
Established 1869 { 
Publisher, E. S. Upton. f 
New ORLEANS, June 25, 1895. J 
ublishers American Newspaper Directory : 
Your Directory reached me yesterday. As 
weekly religious paper of this city is ac- 
ed 7,000 as the smallest edition issued 
uring a year, when I long since advised 
that the Southwestern Presbyterian was 
ad, if not first, largest circulation of its 
iss here, | commence to prove it by inclos- 
an affirmation ; I will make it an affidavit, 
idesire. Yours truly, 


F. S. Urron. 

Office of } 

E. S. Urron, 
Religious Book Depository, 

Publisher and Printer, | r 

j 


Agency Hammond Typewriter. 
94 Camp St., 
New Organs, June 25, 1895. 
Publishers American Newspaper Directory: 
Chis is to certify that I printed the Morn- 
Star and Catholic Messenger during 
January, February and March, 1894. That 
luring the thirteen times thus printed, last 
year, I did not at any one time print as many 
as four thousand (4,000) copies of said paper, 
the Morning Star and Catholic Messenger. 
Respectfully submitted, £. S. Upton. 


ng 


New York, June 28, 1895. 
Publisher of Southwestern Presbyterian, 

New Orleans, La. : 

We have yours of June 2s. 

The claim which you make concerning the 
circulation of the Morning Star and Catho- 
lic Messenger is referred to the publisher of 
that paper with a request that he give it at- 
tention and communicate with us at once. 
When he has done so we will write you 
again. Very respectfully, 

Tue AMERICAN Newsparer Directory. 


New York, June 28, 1895. 

Publisher of Morning Star and Catholia 

Messenger, New Orla ns, La.: 

Under date of December 18, 1895, you sent 
; a statement that the smallest edition of 

ir paper printed within one year had been 
copies. This statement appears in 
e American Newspaper Directory for 1895. 
We are this morning in receipt of a letter 
py inclosed) from the publisher of the 
uthwestern Presbyterian. Please read it 
arefully and let us know whether your state- 


100 


INK 15 
ment is correct, or whether this is another 
case where we shall be called upon to pay the 
one ’undred dollars forfeiture. 

Tue Amenican Newsparer Directory. 


New York, July 15, 1895. 
Publisher of Morning Star and Catholic Mes- 
senger, to1 Camp St., New Orleans, La. : 
We ask your attention to our letter of June 
28, with inclosure. If it remains unanswered, 
we must conclude that the circulation report 
you furnished us was fraudulent, and that the 
ublisher of the Southwestern Presbyterian 
is entitled to his reward of one hundred dol- 
lars. 
Tue AMERICAN Newsparer DiRECcTORY. 


Office of 
“SOUTHWESTERN PRESBYTERIAN.” | 
New Organs, July 19, 1895. J 
The American Newspaper Directory: 
Yours of June 28, in answer to mine of the 
asth, reached me the joth. You stated that 
the matter had been referred to the a 
of the Morning Star, and that same day 
called upon me with your letter, sayin chat 
I had acted unprofessionally and unfriendly 
to him. As to the first charge, 1 was up- 
holding the standing of the S. W. P. as to 
first or second in circulation of its class in 
this city. As to being unfriendly towards 
him, I did not Re ¥4 that he was still pub- 
lisher of the M. S.; he had lately taken the 
control of A 1 “weekly paper. He has 
been greatly afflicted in the recent loss of a 
son, and I am sorry for him. 
Respectfully, E.S. Uprron. 
Office of ] 
“THe Morninc Star,” 
Official Organ of the Arch-Diocese, Cath- | 
olic Knights of America, and of the /[ 
Ancient Order of Hibernians | 
New Organs, July 24, 1895. J 
Publishers American Newspaper Directory: 
Mr. Upton informs me that he has written 
ou, and thinks I would better wait until I 
— ey youagain. Respectfully yours, 
T. McCung, Manager Morning Star. 


New York, July 23, 1895. 
Publisher of Southwestern Presbyterian: 
We have your letter of July 19. Are we to 
understand from this letter that you with- 
draw your assertion concerning the circula- 
tion rating of the Morning Star as made in 
your letter and affirmation of June 25? 
Tue AMERICAN NewspaPer Directory. 


Office of 
** SOUTHWESTERN PRESBYTERIAN.”’ } 
New Organs, July 29, 1895. 
The American Newspaper Directory, N. Y. 
One word will answer yours of 23d: No. 
The publisher of the M. S. called on me last 
week with the statement that you wanted him 
to pay the $100, and wanted me to retract my 
statement of June 25 made to you; but I told 
him I did not know how I cou Your letter 
of June 28 stated: “* When he has done so we 
will write you again.’’ Did you forget your 
promise? E.S. Upron, Publisher S. W. P. 


New York, August 1, 1895. 
Publisher of Southwestern Presbyterian, 
lew Orleans, La. : 

Dear Sirn—Replying to yours of July 29, 
in answer to our letter of June 28, Mr. Mc- 
Cune of the Morning Star writes, under date 
of July 24: “ Mr. Upton informs me that he 
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has written you and thinks I would better wait 
until I hear from you again.” 

We to-day send the inclosed letter to Mr. 
McCune. 

Of course the statement to you by the pub- 
lisher of the Morning Star that “ we wanted 
= to pay the $100’ is false. Very respect- 

ully, 
Tue American Newspaper Directory. 


August 1, 1895. 
Mr. G. T. McCune, Morning Star, New Or- 
leans, La.: 

Dear Sir—June 28 we sent you a copy of 
statement made and subscribed by E. S. Up- 
ton, showing that the circulation rating of 

our paper furnished us for the American 

ewspaper Directory was untrue. Up to 
date you have failed to show any error in 
this statement. Unless you are able to con- 
tradict it in a satisfactory manner, without 
further unnecessary delay, it appears now 
that Mr. Upton will have made out his case 
and be entitled to the check of one hundred 
dollars paid in every case to the first one who 
furnishes proof that the American News- 
= Directory has been imposed upon by a 
ying circulation report. Very respectfully, 

THe AMERICAN NewspaPer DireEcTory. 


“Tue Morninc Srar,” 
Official organ of the Arch-Diocese, Cath- 
olic Kmghts of America, and of the 
Ancient Order of Hibernians. | 
New Organs, August 6, 1895. | 
Messrs. Geo. P. Rowell & Co., New York: 
GeNnTLEMEN—I cannot justify your idea of 
paying Mr. Upton the $100 or any other 
amount for the information imparted by him 
to you, even if it were truthful. No court in 
this State would award anything to him for 
his services in question. His action was a 
breach of confidence, a dishonorable and dis- 
honest betrayal of a trust reposed in him, an 
exposure of business transactions in which he 
was prompted to take part with no under- 
standing that he should or might make them 
public, but on the contrary, the strongest im- 
plicit pledging of honor that he would not. 
Courts in this State do not recognize treach- 
ery and dishonor as founding a good cause 
of action. Very respectfully, 
HE MorninG STAar, 
G. T. McCune, Manager. 


Office of 


To any one who reads the corre- 
spondence, it is apparent that Mr. Up- 
ton was in possession of the facts. 
Mr. McCune, seeing no way out of his 
dilemma, naturally does whai is usual 
in such cases—charges Upton with 
being ‘‘dishonorable” and ‘‘ dishon- 
est.” The circumstances were so in- 
teresting that the publishers of the 
Directory decided to submit the cor- 
respondence to the publishers of all 
the leading religious papers, and to 
every Presbyterian or Roman Catholic 
periodical, and ask of each: ‘‘ Was it 
wrong for the publisher of the J/orn- 
ing Star to lie about his circulation ? 
Was it right for the publisher of the 
Southwestern Presbyterian to expose 
the lie and pocket the reward?’ Each 
of the several hundred publishers of 





religious papers who were asked to ex- 
press an opinion was told that a reply 
would greatly oblige and aid the edito: 
of the American Newspaper Director 
but in all barely a dozen respon 
came. By the tone of those that 
come and the marked absence of 
plies from the great majority, the 
pression seemed to be conveyed 1! 
most publishers of religious papers 

of opinion that people who live 
glass houses had better not thr 
stones. A few expressions of opin 
were, however, received. 

‘* Both did wrong,’’ is the opin 
of the Cincinnati (Ohio) 7edegrap/ 

The manager of the Herold 
Glaubens, of St. Louis, thinks 
very offer of a reward induces treacher- 
ous or revengeful employees or 
employees to betray the secrets of a 
man who placed confidence in suc! 
creature. I would not believe suc! 
party under oath.”’ 

The Friends’ [ntelligence and / 
nal, of Philadelphia, gives as 
opinion of the editor: ‘‘ To disclose 
formation obtained by confidential r« 
tions must be a question of conscien: 
If a matter of conscience, it should 1 
be a matter of cash.”’ 

Mr George Thornburgh, busin: 
manager of the Arkansas Method: 
published at Little Rock, speaking 
Upton, says: ‘‘Suppose he did not 
do right, morally, will you get behir | 
such a technicality to refuse to per 
form your promise ?’’ 

n pleasant contrast to the view 
quoted above is the outspoken opini 
of the Michigan Christian Advocate, 
Detroit, which says: ‘‘It was wro! 
for the publisher of the AM/orning S 
to lie about his circulation, and | 
Southwestern Presbyterian did right 
exposing him. We have nosympath 
for a liar, and he should be shown 
whenever he is caught at it.’’ 

The Ram's Horn, of Chicago, w 
characteristic intrepidity says : ‘‘Th« 
ought to be no question in any f: 
mind as to the morality of this pr 
ceeding. It is our opinion, howev: 
that publishers of religious and oth: 
papers will not be stopped from the 
lying claims until some outraged a 
veitiser, who has been thus swindl« 
sues them for obtaining money und: 
false pretenses. Such a proceeding 
law would be entirely reasonable, a: 
would be of immediate benefit, not 
only to the advertiser, who could se- 
cure redress, but would clear the pub- 
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hing world of a great deal of mis- issue for 1895, now ready, and the issue 
presentation and rottenness.”’ for 3896 as well, which will appear 
Che Religious Telescope, of Dayton, about the first of next June, shall be 
s its way clear to declare ‘‘ An em- presented. 
itic yes to both interrogations.” The reward in the case of the New 
Che Herald and Presbyter, of Cincin- Orleans Morning Sitar, detected in 
writes: ‘‘If any publisher state having imposed upon the Directory by 
circulation as 7,000, when he had an untruthful circulation report, was 
than 4,000, he should be exposed. paid on Tuesday, Sept. 3- 
nest papers are interested in the +o . 
sure of any such misrepresentation, ADVERTISING BY SAMPLE. 
on general principles, and second By Pastime. 
suse it hurts their business. We In nearly every city of America and in 
ect that Mr. Upton was more in- Several stores in some cities there is being 
1 a . aftad ey hick held a miniature food exposition, These ex- 
sted In exposing a false ClalM WHICN hibits are generally presided over by an at- 
ired his own advertising standard tractive young lady, who persuasively invites 
in the $100 reward. It is evi- youtotrya sample of this or that, and while 
nt fr he c . lence ti = doing so you listen to a little lecture on the 
rom the correspondence t nat the merits of the article. This idea in adver- 
ggerated claim of the Roman Cath- tising must be productive of results, for it is 
paper conflicted with his own claim _ gaining - : with numerous so 
4 . + » al ate . P t appeals to all the senses, as you see, hear, 
ave the largest circulation among smell, taste and feel. The cereal manufact- 
pers of his class in the city, and so urers were probably the pioneers in this 
lered his getting advertisements. tasting temptation. Their breakfast foods 
e man who defrauds the public by - daintily - on. mm ome chins Genes, 
: ? with a silver spoon and rich cream, and, of 
ilse statement as to circulation does course, the sample can’t help but be good, 
help his case by charges that his and, in consequence, a good many packages 
ser has violated business courtesy.” 3%¢,0Tdered seat home. The Cotosuet people, 
: . : “1, Swift & Co., of Chicago, seem to lead in this 
For twenty-seven years Mr. Geo. P. mode of introduction. They hold what is 
well has directed the publication of called a “ Cotosuet Carnival,”’ and in each 
American Newspaper Directory. ‘ty their spread weighs down a counter in 
a. ‘ , ‘ " : “* the store. It would make a creditable dis- 
rk IS now about to egin upon a play foracounty fair. All the delicious deli 
ision for the twenty-eighth annual cacies and luscious luxuries that can be 
It has always been the desire aked with their shortening are temptingly 
$ set before you. The Aunt Jemima Pan-Cake 


make this book the fairest, the best, Flour, made by the Davises, of St. Joseph, 
most useful publication of the sort Mo., is being introduced in the West in the 


r known. Its publishers realize sameway. The baking of these little flap- 
¢ hi ld of change it i jacks in full view attracts attention, and the 
in this world 0 change it 1s not s are small and dainty enough to tempt 
n that any enterprise Is permitted > appetite for more. 
mtinue twenty-seven years under The exhibit of the Majestic Steel Range 
manageme “ai and that in the Co., of St. Louis, is generally made on a 
nanagement, an 1at, a 1© gigantic scale. They arrange for all the 
rse of events, changes must soon space they can get in a store, and set two or 
ne: b ile 2y > pe ed to three of their ranges to baking hot biscuits, 
; Dut while they are permitt t 


tr » j 3s » mn _ so they easily coax the people to come their 
rol the issue and the — of the way. But this enterprising firm back up 


K, they desire to add every year their assertions with columns of testimonials 
me useful feature or to eliminate or in the. newspapers and enthuse the people. 


. yme cities the ave bee o se 
lify some fault. For these reasons In some cities they h ave been known t sell 
4 a large number of high-price ranges in one 


y earnestly Invite suggestions as tO week on this plan 
inges that will tend to make the _The pac king house of Van Camps, at In- 
nerican Newspaper Directory a more dianapolis, do some sampling in this way 
. . $ with their baked beans, prepared with to 
ful publication, and have arranged mato sauce, although they claim to have hit 
th the editor of PRINTERS’ INK to ona more profitable plan of introducing their 
lish the portrait of the man who will ‘P¢ ialty. Itis by engaging young ladies to 
: P make a house-to-house visitation, and selling 
ggest a single feasible change that a small can for a trial of the goods. One of 
| add to the fairness or usefulness of their agents is said to have recently turned in 
Directory, and to give place in the sover $25 for one week’s work over and above 

Sn. ioe at her expenses. 

ges of PRINTERS’ INK to the reason- One of the prettiest displays, though it is 
e arguments advanced by any person not edible, is made by the Heath Sisters, of 
ho thinks he has a plan by which the Buffalo, who a few years ago took to twisting 


lirectory c ne meade > teat _ tissue paper into odd and fanciful shapes. 
ectory can be made more just, MOre They go to all the large cities and hold levees 


partial, more useful. They further in the stores for a week or so, and as the 
romise that to any one who will make goods are made of vari-colored papers, the 
suggestion that Ns he advantareously effect is beautiful, and the sales o their lamp 
iggestion that can be advantareously hades, imitation flowers, artificial decora- 
lopted a complimentary copy of the tions, etc., are very large. 


T 
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INSTRUCTION. 


PUBLICATIONS DEVOTED TO EDUCA- 
TION, EDUCATIONAL INSTITUTIONS, 
DEAF, DUMB AND BLIND. 

EDUCATION, 

Of the 168 educational journals pub- 
lished, 10 are issued weekly, 2 bi- 
weekly, I1 semi-monthly, 132 monthly, 
3 bi-monthly and fo quarterly. Their 
combined circulation is estimated at 
643,403, and it is gratifying to note 
that nearly one-third of this circulation 
is guaranteed. 

The total number of pupils in all 
schools, public and private, is placed 
at 15,000,000, and the total number of 
teachers at 150,000. The educational 
journals, as a class, are general in char- 
acter, and while primarily of interest 
to teachers, are also read largely by 
students as we!l. Some few, however, 
are devoted to special branches, such 
as penmanship, stenography, book- 
keeping and kindergarten. These are 
all so classified in part one of the Direct- 
ory, and the leading ones are easily 
indicated by name in the list which 
follows. This list contains all educa- 
tional publications in the United States, 
reported in the American Newspaper 
Directory for 1895, with a circulation 
each issue of more than 2,000 copies. 
All the circulation ratings to which an 
asterisk is prefixed are guaranteed by 
the Directory to be absolutely correct. 
Those not so marked are not guaran- 
teed. Their publishers making no 
definite report, they appear in the Di- 
rectory with an estimated rating ex- 
pressed by letters indicating that they 
are believed to have the minimum cir- 
culation for which the letters stand. 
In the following lists the minimum fig- 
ures are substituted for the letters. 

Weeklies. 

New York, N. Y 12,500 

Lexington, Ky. ‘Seuthash Sc a 1, *5,064 

Boston, Mass Journal of Educa- 

tion, 2,230 

New York, N. Y....School, 2,250 

Philadelphia, Pa....Educational News, 2,250 

Semi-Monthlies, 

Oak Park, Ill Intelligence, *12,165 

St. Louis, Mo.......School and Home, *5,000 

Cincinnati, Ohio....Phonogra phic 

Magazine, 4,000 

Lansing, Mich......‘ School Moderator, *4,000 

Harrisburg, Pa. .-School Gazette, *3,331 

Atlanta, Ga .So. Educational 

Journal, *2,500 

Allentown, Pa...... Nat. Educator, 2,250 

Month lies. 
Boston, Mass....... — Educa- 


90,000 


New York, N. Y. Teac her's World , %44,0 10 


Milwaukee, Wis....Am. School Board | 
Journal, 
Meadville, Pa Chautauquan, 
Dansville, N. Y.....Normal In- 
structor, 
Boston, Mass....... Primary Educa- 
tion, * 
Buffalo, N. Y...... Educator, 
New York, N. Y....Teachers’ Insti- 
tute, 
Rochester, N. Y.... Educational Ga 
zette, 
3oston, Mass Am. Teacher, 
Charles City, lowa..Teacher, 
St. Louis, Mo......4 Am. Journal of 
Education, 
Self Culture, 
New York, N. Y....P hon o graphic 
World, 
Cedar Rapids,lowa. Western Pe enman, * 
Taylorville, Ill 
3loomington, Ill.... Public ‘Sc ~ oo] 
Journal, 
Detroit, Mich Bookkeeper, 
New York, N. Y....Penman’s Art 
Jo yurnal, * 
Topeka, Kan Western School 
Journal, 
New York, N. Y.... New Education, 
Farmington, Me....School World, 
ew York, N. Y ... University Maga 


zine, 
Syracuse, N. Y.....School Bulletin, 
Indianapolis, School Journal, 
Chicago, I Kindergarten 
Magazine, 
Milwaukee, Wis....Western Teacher, 
Minneapolis, Minn. . School Education, 
Richmond, Va......5§ School Journal, 
Boston, Mass F’k Harrison's 
Shorthand Mag 
azine, 
Springfield, Mass...Kindergarten 
News, 
Petoskey, Mix ‘fi Edu- 
cator, 
San Francisco, Cal. Pac. Educational 
Journal, 
Jefferson City, Mo.School Journal, 
Mitchell, Fe lucator, 
Saginaw, Mich.. -American School 
Commissioner, 
Madison, Wis...... Journal of Edu- 
c ation, 
Boston, Mass. ++ Educ ation, 
Ciceme, Til.. cccses National Stenog- 
rapher, 
Keokuk, Iowa..... Central School 
Journal, 
Lincoln, Neb....... N. W. Journal of 
Education, 
Omana, Neb........ Shorthand World, 
Akron, Ohio Educational 
Monthly, 
Waco, T Guardian, 
H tone Rang N. - School Review, 
Detroit, Mich —— s Stenog- 
rapher, 
Kalamazoo, Mich..Phi nn anth ropic 
Index, 


Quarterly. 
Boston, Mass Academy, ? 
The combined circulation of t 
60 publications, as shown above 
599,174, and leaves for the remai! 
108 educational journals a combi 
circulation of but 44,228. 
In British North America there 
6 publications in the educational cl: 





PRINTERS’ INK. 


th a combined circulation of about 
The only one, however, 
eved to issue 2,000 copies or more is 


OO CC pies. 


Educational Jour- 
nal, s.-m., ¥2,25° 


EDUCATIONAL INSTITI 
hough the Directory 
publications issued by or from 
itional institutions, their 
| circulation is given as about 85,- 
They are so local in character 
nterests that the average circula- 
is of necessity small. One-thir 
he entire number are believed to 
less than 400 copies each, and 
alf of the remainder than 
ypies each. The following isa 
lete list of those believed to have 
rculation of 2,000 each issue : 
Weekly. 
n, Kan..,.Industrialist, 
Monthly. 
rk, N.Y . University Maga 
zine, 
raining School 
Notes, 
Quarterly. 
University, 
Houghton Rex 


TIONS. 
catatogues 


com- 


less 


gfield, Mass..." 


ord, *2,000 


this class 


from Ya 


e are two dailies in 
Harvard College, 
from Cornell. 
tish North America sixteen 
rnals in this but rated 
so much as 1,000 circulation. 


one 


has 


class, none 


DEAF, DUMB AND BLIND. 

r the instryction or entertainment 
hese classes there are 37 publica- 
is, all of limited circulation, their 
bined issue being only about 13,- 

Only one, the Washington (D. C.) 

ican Annals of the Deaf, is rated 
gh as 1,000 copies. Perhaps the 
kly of largest circulation is the New 
rk Deaf Mute Journal, and the best 
the blind the Philadelphia Axea 

ine for the Blind, issued semi 

I thly. 
ere is one publication only of this 
s in British North America—at 
eville, Ont., the Canadian Mute, 

monthly, with a guaranteed cir- 

ition of 1,000. 

Aps that advertise are 
t, manufacturer, wholesale dealer, pro- 
ynal man, and in fact every one in busi- 
wants. To study the art, and to become 

iliar with the methods that the most suc- 

‘ful advertisers have used to their —. 
should subscribe for Printers’ Ink, a 
ial recognized all over the business world 

the best authority on advertising in all its 

anches.—Eder B. Cole 


y 
what every mer- 
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ADVERTISING IN AS 


In the advertising world the big fish are 
really in the minority, and for every whale 
there are a thousand minnows. 

) teach advertising successfully and com- 
pletely it is well to begin at the very begin- 
ning; to show how the infant crawls before 
the strong man runs, how the tiny stream, 
which later becomes a rushing river, has its 


SMALL WAY. 


ireds of big advertisers to- 
began in a small way; there are 

usands of strugg ling little advertisers at 
present who will be Hoods and Scotts and 
Beechams in the future. The most success 
ful business men are those who started on the 
lowest round and worked their way up by de- 
grees t their present hig h position. It really 
Is ast vnishing what a numberof vast fortunes 
judicious advertising has made 

t is a pretty g« nerally ac epted cx 
axiom that a man in business of any 
and in however small a way, must po | 
in order to succeed here may bea 
only prove the rule. 

grocer, shoe dealer, clothier, druggist, 
etc., in a small town, will have a small card 
in the local paper if he has any business eye- 
sight at all. Supposing the ad costs him one 
dollar a week, it is bound to bring him more 
than that amount of trade over and above 
what he would otherwise obtain Therefore 
it is a wise expenditure ; but I would strongly 
him to « e the ad every week, and 
yn one particular thing in each 
ad, for, among other good reasons, that is an 
excellent way to trace direct results. If he 
particular brand of tea 
week, great call for it, he kn 
the »od, whereas a general 
ad can never show such a marked result 

Around Christmas and Easter something 
ought to be done in the way of a neat card or 
dodger—something new and attractive to help 
out and call more —— mn to the newspaper 
advertising ; these can be got fora 
five dollar bill, and it is money well invested. 
A small trz should get good results 
the first year from the expenditure of $60 to 
$ advertising ; nd year he should 
double it if he wants to double his trade, and 
so on in proportion to his profits. Many a 
gigantic business has been built up in this 
manner—feeling the way from oblivion to 
fame, as it were, 

No storekeeper, however small his trade, 
should feel envious or hopeless because he 
reads in Prinrers’ Ink, of how 
certain people spend hundreds of thousands 
of dollars annually on advertising. Many of 
them began where he is now, at the starting 
post, and he can make the running himself 
and win in a similar race for wealth, if he 
goes the way about it 

JouN Cc 
= — say 


A GOLDEN MEAN 


“ Ads too funny 
Bring little money,”’ 
But ads too glum 
May lose you some. 


are hun 


mmer- 
cial 

kind, 
vertise 
few exceptions, but they 


advise hang 


always harp « 


advertises a one 


and has a ws 


ad has done him g¢ 


5,000 of 
adesman 


the secx 


or elsewhere, 


same 
GRAHAM. 


ADVERTISING is getting better and better 
every day. Itis being made so by those who 
are students of the art. Shrewd advertisers 
are finding it both desirable and profitable to 
devote their own time and oe to indi- 
vidual pursuits, and employ specialists to 
prepare their advertisements ‘his insures 
the best work, and relieves them of endless 
worry, care and thought.— B. M7. Moses. 
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AND IN THE 


Torrid Month. 


of August, 1895, the increased popularity of THE 
MAIL AND EXPRESS as an advertising medium 
was again attested. The merchants of New York, 
who are the shrewdest advertisers in the world, 
used the Leading Evening Paper to the extent of 
536: columns of space. This is a gain of 
156; columns as compared with August, 1894, 
being an increase of 41 per cent, probably the 
LARGEST EVER MADE by a New York news- 
paper. These remarkable figures mean much to the 
expert and discriminating advertisers, who can always 
rely upon the fact that 


Results Will Follow 


their announcements made in THE MAIL AND 
EXPRESS. In the Summer Resort Department 
this newspaper has made a phenomenal increase. It 
has printed more of this class of advertising 


Than All The Other 


New York evening papers combined, and more than 
any morning paper with but one exception, and that 
is a paper which prints seven issues weekly, while 
THE MAIL AND EXPRESS prints but six. 
The Summer Kesort advertising in the Leading 
Evening Paper this year amounts to nearly 95,000 
AGATE LINES, and exceeds that printed in its 
columns last year by more than TEN FULL 
PAGES. The continued success of THE MAIL 
AND EXPRESS and its largely increased circula- 
tion are based on the solid foundation that it is an 
able, honest, fearless, clean newspaper, that goes 
into the homes of the best class of readers in 
Greater New York, and that invariably avoids 
printing anything unsuitable to the family circle. 
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PRINTERS’ INK 


Charles Austin Bates, 


1413, 1414, 1415 Vanderbilt B’ld’g, N. Y. 


Plans, Advice, Writing and Illustrating for Advertisers. 


I prepare, plan, give advice, 
write and illustrate advertise- 
ments, circulars, booklets, cat- 
alogues, etc., for manufacturers, 
jobbers and others. My particular 
specialties are medical advertising 
and the preparation of booklets. 
To assist me in this work, I 
have the best business artist I 
know of. I deal with the best 
printers, engravers and _ electro- 

typers in the city of New York. 
It is almost impossible to quote any 
price that will be generally applicable 
in this department. I can only say 
that I write no advertisement—other 
than retail—for less than five dollars. 
Perhaps I may say that trade paper ad- 
vertising of the ordinary size costs from 
sixty to one hundred dollars for a series 
of twelve. One illustrated medical adver- 
tisement of ordinary size costs twenty-five 
dollars, including one electrotype on 
metal basis. ‘lwelve medical advertise- 
ments, without illustrations, cost one 
hundred and twenty-five dollars.  Cir- 
culars, booklets and catalogues cost what 
they are worth, I am always ready to quote 
prices on this kind of work, and to send 
samples of it to those who contemplate 
using it. If you dont like either the 
samples or the prices, you don’t have to 
order the work. ‘That’s the best guaran- 


tee I can give that the price is reasonable. 
“« 


I am always glad to hear from advertisers, big o1 ; um t 
serve the smallest advertiser in America better than he can be served any 
place else. I am daily doing work for the best and biggest advertising 
agencies, and for the brightest and most extensive advertisers. I have per- 
mission to refer to these people. 


“ Write me about anything in advertising.” 
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SOME AUXILIARY ADVERTISING. 
Burra.o, N. Y., August 28, 1895. 
Editor of Printers’ Ink: 

The When Clothing Store at Indianapolis 
has a one-line advertisement on the bottom 
of the theater tickets at all the play houses. 

Furnishing the grocery stores with counter 
slips for memorz andaing sales is being done by 
several manufacturers with their advertise- 
— printed at the top or on the reverse 
si 

A clothier of Grand Rapids furnishes the 
peanut venders with little paper bags w ith his 
ad printed on and it’s only three lines and 
plainly printed in red ink. One large pic kler 
of Pittsburg supplies the grocery trade with 
tabs or little labels with his ad printed on 
for the dealers to use in writing the addresses 
on of goods to be delivered. They are in 
size about 2x4 inches. In Boston, the trans- 
fer tickets of the electrics have an advertise- 
ment on the back and there is a scramble for 
the privilege, a'though the passengers have 
the slips of paper in their hands but a few 
moments just while getting off one trolley on 
to another line. The 2m od Gargling 
Oil Co., of Lockport, N. Y., have for years 
furnished envelopes free w ith a business card 
printed in the correr and an advertisement 
of the liniment for man and beast on the 
back. A live livery man at Columbus, Ohio, 
gets out a small card blotter about 3x6 inches 
and every Monday delivers a package of them 
at all the hotels. + ey are used on the writing 
desks and sent to rooms with stationery, an 
he informed me that they often put the guests 
in mind of taking a buggy ride when they 
otherwise wouldn't think of it. Newspapers 
might take advantage of a plan gotten up by 
the Adage, of Buffalo, N. Y. They furnish a 
postal bulletin that makes a good hanger for 
country post-offices, with space for ads on 
the sides, and as the cost is $1 per 1oo it 
makes a cheap and efficient newspaper an- 
nouncement, and giving all the recent 
rulings of the P. O. D. Cigar manufacturers 
are furnishing a little paper pocket case hold- 
ing three Havanas with theirs and the dealers’ 
ads on. The fewer the words the better on 
an advertisement of this kind. A good catch- 
phrase is one I noticed the othe r day ; it was: 
** Chance a Victoria this time.”’ Hotels cater- 
ing to theatricals would do well to adopt a 
plan put in operation at La Fayette, Ind., by 
the St. Nicholas. It prints on the back of 
envelopes a short description of the city, puts 
its own card on and in the seven other spaces 
the cards of the newspapers, billposter, trans- 
fer line, and the Opera House and gives them 
to the latter to use in making engagements. 

MARGIE. 

~«o- 

ONE MAN'S VIEW. 

Office of 
“THe Mepicat Heracp,” ) 
Publishing House, Sixth and Charles sts. - 

Sr. Joseru, Mo., Aug. 26, 1895. 

Editor of Printers’ Ink: 

GENTLEMEN—Replying to Mr. Fennerty’s 
item in your issue of Aug. 14, concerning the 
lack of bicycle advertising in the medical 
press, I would state that it has been my ex- 

rience in soliciting that the bicycle manu- 
= cturers, as a rule, want you to pay the 
wholesale price of the wheel and throw in 
the advertising. This fact probably accounts 
for the absence of the advertising, as the 
medical journals are not partiai to trade 
clients. The medical profession is surely a 
good field for the wheel makers, as the doctor 


is not only advising his patients to ride : 
cycle, but is indulging in the healthful « 
cise himself to a rapidly increasing exter 
Cuas. Woop Fasse1 
Geen 
THE BUYER, 

All the world may see the poster, 

With its gems of trade advice, 

But the man who reads the paper 

Is the one who has the price 

—Press and Print 


— oe o—_—__ — 


Printers’ Ink should lie on the de 
every bright, progressive business mar 
matter what his particular cailing may 
Chas. J. Zingg. 

> 


Classified Advertisements 


Advertisements under this head, twolines or n 
without display, 25 centsa line Must be 
handed in one week in advance 


WANTS. 
4 GENTS—Adv specialties. All new. Samy 
é 10c. or circular free. ADAGE CO., Butta 


A 20-INCH perforator, with privilege of ex 
44 ination. State make and price. SCHOF|} 
SCHOOL, Aiken, 8. C. 


\ TISCONSIN AGRICULTURIST, Racine, \ 
Advertisements at 20 cents a line for 
circulation, guaranteed. 


DOSE AGE stamps vg nt, all geo la 
small. NATE HERZ Chamber 
Comme ree Building, . tic agro. 


\ ’ ANTED — Ads for POULTRY MONTHLY 
bany, N. Y. Seventeenth year; no cir 

lation liars ; no cut rates; only approved ads 

mitted. Rate and sample copy on application 


I WISH to obtain a copy of the Ame ori “an Ne 
paper Directory, issues of 1870, 1878-79-80-81— 
and will give in exchange a copy of the 1804 « 
tion. The books are wanted <0 compnete | ny f 
Address PETER DOUGAN, 10 Spruce St., N.Y 


wW+2=- Competent man, with $2,000 
$3,000, can secure editorial and busin 
management of paying daily in live town. Ca 
ue essary. 5v leading business men stoc kh 
§ ry and commission. Address 
Printers’ Ink. 


\ ’ ANTED—Good printer, capable of tak 

charge of country daily and job compos 
rooms. Must be temperate and Cave execul 
ability. Middle aged man preferred. Siate sa 
ary and reference. TRIBUNE PRINTING ( 
Beaver Fails, Pa. 


A BSTAINERS, of excellent character only 
want you to at once establish (in your ow: 
some other town) and manage and finally ow: 
weekly prohibition newspaper and job off 
One Swede wanted. Send references anc 

particulars to CHAS. L. HAWLEY, Scranton, 


DVERTISING MAN-~ We want at once a th 
oughly experienced man to solicit adve: 
ing for a medium second to none in its 
Good man could easily earn from $50 to $100 
week. None but hustlers need apply. An 
quick, with references, addressing “8S. I 
’rinters’ Ink. 


\ ’ ANTED—A reliable, experienced young ! 
who thoroughly unde -rstands the intr: 
ing and pushing of yroprietary medicines. ( 
familiar with the details of in and out door w 
and who is willing to demonstrate his w 
under a trial en; ament at moderate sala 
Not a manager but a pusher. Address, giv 
references and naming lowest salary, “A. | 

care of L. Barta, 144 High St., Boston, Mass 


UNE 14 I started the first of a series of ads 
*) work up circulation of the Seneca Disp at 
acountry weekly of 700 circulation. Results 
First week, 8 cash ($1.00) subscriptions ; 2d wee! 
19; 3d week, 28; 4th week, 22; 5th week 
6th week, 10; 7th week, 13; 8th week, 35; 9 
week, 18 ; 10th week, 2%; total, $190in ten wee! 
Twelve consecutive issues of the DispaTcn ¢ 
the full series with results each week. Sent 
any one for $1.00. D. W. GAHAGAN, Publisher 
Seneca, Mo. 





PRIN 


—_— E copies of papers of any kind sent to 
S 0. Bo Ly New York, will be carefully read. 


* DITORIALS written for daily or weekly news- 
I pape rs (Republican or Inde pendent prefer. 

in a New York 
Address “* MAK, 


by editor of leading paper 
‘erms very reasonable 
Printers’ Ink. 
+e 
NEWSPAPER INSURANCE. 
T IE YANK, Boston, Mass., 
death. 100,000 monthly. 
eal 
PAPER. 
PLUMMER & CO. furnish the paper for 
this magazine. We invite correspond 


ew . reliable houses perarding paper of all 
is. 45 Beekman St., New York 


wards off business 


M. 


you have a Jong run of presswork it will 
pay . yom ~ oe us. Largest press-room 
the of work. Most reasonable 
es, Fe iRRis BR 8., 330 Pear! St., N. Y. 


_, 
MAILING MA CHINES 


(stamps or m. 0.) Pelham Mailing Sys- 
$l. (0 tem ana Mailer, postp’d. Prac’l; 1,000 
r; saves 2-3 time writing; no type lists ; unique 
address label. C. P. ADAMS & BRO, ‘Tope ka, Kan. 
- 
ELECTROTYPES. 


| jow to make cuts. Do you want to learn the 
art of making engravings for book and 

ewspaper illustration in a practical method ! 
rite for terms and particulars. D.C. BITTER, 
Dearborn St., Chicago 


—— Wor" 
MERCANTILE LAW. 

‘AVANAGH & THOMAS, Omaha, Nebraska, 
lawyersand adjusters. Collections of job- 
rs handicd anywhere in lowa or Nebraska 
—~; = the leading Fastern job. 
D sorte every week. Are rec 
mmende ‘4 by all ec reait men as the best system 
{ watching their trade. Write us. Reference, 

& J. Sloan, New York City. 
Sa anal 
TO LET. 


y ANK, Roston Space. 


\\ E have for revt, at 10 Spruce St., two con- 
necting offices, one large and one small. 
1ey are up only one flight of stairs and are well- 

lighted and the pleasantest offices in the build 

ng. Size of large room about 20x24; smaller, 
x If wanting such offices, please call and 
talk about price, ete. Will be , ated up to suit. 

\ddress GRO. P. ROWELL & ( 

—_ 


ILLUSTRATORS ILLUSTRATIONS, 


( UTS for newspaper, book and catalogue illus 

trating by up-to-date methods. See our spec- 

ens and prices. SANDERS ENGRAVING CO., 
ouis, Mo. 


| ANDSOME illustrations and initials for mag 
apne, a and general printing, 5c 
h. Sampl TT free. AMERI 

AN TLLUSTRATING CO., Newark, N.J. 


Ie AWINGS to fit your ads. Little outline 
drawings are fifty cents ; designs, ete., are 

re. Satisfactory or A: pay. Let's hear from 
R. L. WILLL 83 L. & T. Bldg., Wash.,D.C. 


ADDRESSES AND ADDRESSING. 


| ETTERS for sale or rent. Cash gaia for a 
—— 3 fresh letters. Write for lists and 
prices, . RUPE, South Bend, Ind. 


ENVELOPES 
| Ail 10 dresved to 
ll exchange for space. 
Minneapolis, Minn. 


‘HE best yet. The freshest, best and authentic 
agents’ and canvassers’ ac eases, not used 
(,at@2per M. Have 15M. The lot, prepaid, for 
Different States. They want - Ray ing 
cies now. No cheap names. 8. yLES, 
m odford City, Vermont. 


AND 


, cards or een rs ad- 
nan advert 
NSEND, 408 F. 22d 


YTERS’ 


INK. 
BILLPOSTING AND DISTRIBUTING. 


P. PRINTZ, distributor of advertising matter, 
730 9th , Washington, D. ¢ 
YIRCULARS, miniiee and all kinds of advertis 
ing matter distributed &t reasonable prices 
DORNER, 85 Marion St., Cleveland, O 
2 
PRESS CLIPPINGS. 
QOUTHERN CLIPPING BUREAU, Atlanta, Ga. 
\. Press clippings for trade journals and adv’rs. 
‘HE CHECAGC PRESS CLIPPING BUREAU 
36 La Salle ,Chicago. 4 e — readers 
Patrons all satin. We can help push your 
business. Write. N. Y. Office, Equitable Bldg. 
> 
ADVERTISING MEDIA. 
T= YANK, Boston, Mass., 100,000 monthly. 


N 


F you advertise 
For partic megs qaceems H. 
Park Row, New York 
NY person advertising in PRINTERS’ INK 
to the amount of $10 is entitled to receive 
tbe paper for one year 
66 1%. “y r Post- INTELLIGENCER Seattle has one 
of the four tend papers of the Pacific 
Harper’s Weekly 
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0. G. 


NE steamship lines connect Rockland, Me., 
with fifty coast and island towns. STAR. 


in Ohio 7, wil get results. 
- LA COSTE, 38 


Coast.’ 


OFFER adve releere pone rs that bring results. 
H.D. LA COS ‘ark Row, New York. 
Agent for good mediums only, 


N all America there are only eight semi-month 
lies which have so large a circulation as the 
WISCONSIN AGRICULTURIST, Racine, Wis. 


A RE you advertising in Ohio! We invite your 
attention to the Dayton MORNING TIMES, 
circulating 4,500 copies daily ; the EVENING N 

9,500 copies each issue, and the WEEKLY Trwes- 
News, 4,500 copies; are the representative fam- 
ily newspapers of Dayton, and with their com 
bined circulation of 14,000 copies daily thor- 
oughly reach the homes of that section. Dayton 
isa prosperous city of 80.000,and the News and 
TIMES are long established journiis, and have al 
ways enjoyed to a marked degree the confidence 
and support of the best people in + Ad- 
dress H. D. LA ¢ —— 38 Park Row, New York. 


FOR SALE. 


~-LINE advertisement, #1. WISCONSIN AGRI- 
@ CULTURIST, Racine, Wis. 


3 | BUYS 4 lines. 50,000 
Ss WOMAN'S WORK, 


gor THERN agricultural 
ly, on easy terms 
care Printers’ Ink 


N her Post-INTELLIGENCER Seattle 
of the four gram ees of the 
Harper's Weekly 

( LD relic for sale. 

Mormon Bible, 

C J. BARLESS, Rose, 
TICHOLS’ Perfect Order | Book for Printers 

4 Saves time, labor and losses ; 3.000 orders. 

only $3. FRED. H. NICHOLS, Publisher, Lynn, 

Mass. 


I TNIQUE and inter 


copies proven 
Athens, Ga 

journal, semi-month- 
Address “ FAKMER,” 


ee has one 

*acific 

Coast.” 

Press that printed the first 

with affidavit. Can be used. 
Y. 


ing collection of newspa- 
pers of the work every wr) > 
every country. Write for particulars. A. BU 
NETT, Hull, Canada. 


JORSALE—For cash, paying daily and weekly. 

Only Republican biter in Republican city 

of 12,000. County Repu ~~. Bargain. Address 
“SNAP,” care Printers’ In 

Ga printing press c sexe One single Clause 

prints four or ei See pages, seven or 

eight c obamane wide ; in use little over a year ; in 

perfect condition; a great bargain. STAR- 

SAYINGS; st. Louis. 


SOR SALE—A well ougeges os coming newspa- 
ver office in one of t ricultural 
counties of Eastern F Laminin. A “Ei to 
cash buyer. For parwic ulars address “ BUSI- 
YESS,” care Printers 
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POT oes 


EET SM YS mona oma 


two's Bh ow 
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ADVERTISING NOVELTIES. 
QHEET MUSIC—The latest song, * 
‘ my Atkins,’ with your ad on, 
to 100 M. Write for prices. A. 
State St., Chicago. 
‘RILBY trillers. Latest ad novelty. Silver 
plated. $35 per - Sample 0c. (this shuts 
out sample fie aot, . UNION ATHLETIC GOODS 
Co., Somerville, Mass. 


* Private Tom- 
in lots of iM 
K. PARKE, 70 


2 O00 GooD -e bogy h wood rules, neat ad on 
both sides, $6 spot cas Send trial 
oak you'll want more. Write plein. JESTER 


ADV. CO., Eaton, Ind. 


»ADS—Pencil pads for 
size to order—7c. Ib. Embossed catalogues 
aspecialty. Send forone. GRIFFITH, AXTELL 
& CADY CO., Holyoke, Mass. 

\ DVERTISING blotters, printed, #2.50 per 1,000; 
size are $3 pros stock ; 5.000 for $10, cash 
ARON & CO., Printers and 

me ATT. St., Chicago, I. 


memorandums any 


with orde 
Stationers, 


ge the purpose of inviting announcements 
of Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines will be in- 


serted under this head once for one doilar 


BEAUTIFUL little book, useful to ladies. 
4 Plenty of room for adve rtising, cheap as a 
chromo card. Estimate for given quantity and 
sample free. Postal card requests ignored. THE 
CURRENT PUB. CO , 1025 Filbert St., Philada. 

on 2}e ae 

ADVERTISEMENT CONSTRUCTORS, 

APT ads. CURRAN. %. 


R. L. CURRAN, 


S& 


et me write your ads Ww. 
4 Prospect Ave., Buffalo, N. Y. 


CHINK winne 73 2,if you send now. 
Oct. 1 $1 each. B.,'°2454 F’kford Av. 


( ‘ATCHY reade of -_ pithy car ion written 
for $1 each  S 5), RK. L. CURRAN, 111 
West 34t. St., Now Yo. 


ae only writer of - ausively medical and 
drug advertising. ivice or samples free. 

ULYSSES G. MANNING, South Bend, Ind. 

I ITTLE ads of ces 2 a nae are what I do best. 
4 General adv can have specimens. 

R. L. CURRAN, iL ‘West ‘3th St., New York. 
LLUSTRATED “ advertising monthlies” writ- 

ten and printed. Valuable plan for large ad 
vertisers Write. CLIFTON WADY, Writer, 
Somerville, Boston, Mass. 


retail a — cuts, $5. 
11 W. 34th | @ 


C ibe N, 
Forest 


t “ 335 


Ave. 


oc. ul-with-cut ” man. 
H. LEWIS, 111 


After 
,»Phila. 


Send 


] "LL write your advertisements for cash 
for booklet containing aa of my work. 


5 trial ads for $2. H. FR Baya WINCHESTER, 162 


Ashford St., Bre ok ly n, 


\ SAFE rule to follow : No matter who does 
the writing of your ads, circulars or book- 

lets, be sure to have WM. JOHNSTON, of Print- 
s’ Ink Press, do the printing. 


) = CENTS will pay for an ad, with a first class 
«+? original outline cut. Boom your business. 
How dol doit! Brand new scheme. W ate for 
particulars. O. COHEN, 335 Forest Ave., N. Y. 


( ‘ONTRACTS for 365 advertisements a year. 
— 313 7” - 
52 “ “ 


E. L. SMITH, Codman Bldg., Boston, Mass. 


sé M R. SCARBORO—The ads you prepared for 

me ge time ago were very effective as 
trade brin When I need more I shall call 
on you.’ yavid Cliffe, Florist, Germantown, Pa. 


I USINESS drawers (1 mean the type kind), $1 

a pair. They attract careful buying men 
(women, too). Each pair made, not too slangy, 
nor too sedate—just right. 7 y back if they 
don’t suit. C.J. BARL ESS, Rose, N. ¥ 


For $10 I will print 1,000 8 page booklets, using 

agood quality of heavy linen paper and any 
color of ink you may desire. Cash must accom- 
many order and copy. Proof furnished. Address 
WIPLIAM JOHNSTON, Manager Printers’ Ink 
Prese 10 Spruce St., Ne w York 


PRINTERS’ INK. 


] AVING your matter prepared right insu 

effectiveness. lam careful in preparing 
work—careful that it shall prove us effectiv: 
possible. I set up all ads written by me, thus 
aie es best of display. May I L weet fr 
you! . BROWN, Pauisboro, N. 


UAINT conceits, hints and ide: as (copyright 
Q for advertise rs and advertisement writ 
to elaborate. “Hot cakes!” Catch ’em goi 
Odd one and two-line headers—thirty for $1 
month. One subscriber only eac town 
pop. GEO, W. x AKStON, Portsmouth, N. H 


I PREPARE ‘4-page magazine ads for $ 
clude a little line cut,and give an electr 
the entire ad splendidly set up ; }¢-page ads, $* 
page, $15. I have been the ad writer of ar 
agency which makes a spec ialty of magazin« 
of highest grade. R. L. CURRAN, 111 West 
St., New York. 


\ Y booklet is now ready and has been sent 
4 ll who have asked for it. It is handsor 
than I thought it would be and my expectat 
were put high. People who want it at once: 
send l0c, stamps for it; others can have it fr 
but must wait till | t — to attend to tl 
R. L. CURRAN, 111 V , New York 


I ENRY HOLMES-—5 ad: and 5 cuts for $2. | 
retailers only and only once 

that $5 for 5 ads and 5 cuts. Cash with or 

every time—money back if you want it. Bo 

lets, circulars, etc., at proportionate prices 

the same terms. Or 

basket. HENRY HOLMES, 17 Beekman St., N 


( Y W. MEREDITH & CO., jobbers in wines a 
¥. liquors, East Liverpool, O. 

pe We consider the ads that you wrote for us 
the booklet you prepared for us, the best and { 
est we have ever seen. They were the best | 
ness bringers we ever used.”’ Let me add pu! 
strength to your announcements 
BORO, 48 Arbuckle Bldg., Brooklyn, N. Y 


YOOD advertisers know that good advert 

¥ ments cannot be dashed off by the doz 
like shoe pegs and nails. They know that ¢ 
advertisements are produced only by caref 
thoughtful brain work. They know that » 
work ought to be well paid for 
spond with good advertisers. BERT 
Box 283, Brooklyn, N. Y. My new booklet is 
tended for good adver ortisers. 


to each—aft 


Tee THFUL, brief, explicit ads on ang cuhje 


Medical ads, circulars, booklets. 
roper literary and business training. 
inglish and German, French ditto. Translati 

from a circular to a full book to order 
moderate. Work correct. Letter of advice $ 
a chance for advertise 18 that can’t afford to p 
a fortune 
with inquiry. 


nave t 


F you’re in business and advertise, I'd lik« 
correspond with you. My business is to 
crease your business and to build up my ow 
The best business-bringer is advertising, 
erly written and placed. I do both as wel 
man is capable of doing. If you think ther 
value in my work, you pay its value—no 
more. Will you write? 7 McC, SMITH, L. & 
Building Washington, D. C. ; Equitable Build 
Baltimore. 
an elephant’s bur 
and his back will be broken.” Send 
a cheap booklet to advertise a good article 
failure is evident. It is by the appearance 
representative that the standard of a hous 
personated, and the appearance of a catalvy 
parm ag the advertiser as well as the advertis 
article. - my 4 ” catalogue can naturally 
secure “ ¢ a rade” ifany. When requiring 
catalogue that will not be a failure ao” I 
LOTUS PRESS, 140 West 23d St., N. Y. 


“J HERE is little use in i: suing a catalogue w! 
is not a catalogue, but food for 

waste r hasket. Amongst tne limit 
grades of quality issued it is surely not the 
that finds its way there. A catalogue whic! 
comparison to another, holds the attention 
demands admiration is undoubtedly the 
which will gain trade. The improvement ir 
pearance of a catalogue is not always a matt« 

rice ; it is often in “the knowing how.” 

he Lotus Press gets out a catalogue there is 
point in which it requires apology or defense 
is sure to be an artistic whole. In every «dé 
their execution is perfect. THE LOTUS PR 
140 W. 23d St., N. Y. City. 


sé QET an ass to ca 


rders without cash —was 


, Say this week 


ti dae A} 


I want to corre 
M. MOSES 


I write 


Charges 


ay 


Money’s worth or money back. Cas! 
CHAS. J. ZINGG, Farmington, Mi: 


i 





PRINTERS’ 


MISCELLANEOUS. 


** JN her Post-INTELLIGENCER Seattle 
of the four great papers of the 
ast.” Harper's Weekly. 


ws ONSIN AGRICULTURIST, Racine, Wis. 
Only English oo ultural paper printed 
in Wisconsin, Established 1877. 


‘ATARRH, hay fever and cold in the t. ad are 

( relieved at once by Instant Cold Ke Senc 
s your oadrons ene we will mail you a sample 
. COLD RELIEF CO., Taunton,Mass. 


PRINTERS 
\ AN BIBBER'S 
Printers’ Rollers. 


HE LOTUS PRESS, 140 W. 
der Ady. Constructors.) 


+p) BU Ys 100,000 white 6x9 circulars 
$22 ELECTRIC PRESS, Madison, Wis. 


}* »R one check book, 1,000 checks, 3 deep, well 
bound, pexnoretes and numbered, my price 
396.00, W M. SOHNST¢ )N, Manager Printers’ Ink 

Press, io Spruce St., N. Y. 


OOF NEAT business cards for $1.50. Ihave 
| , on oghy large quantity of fine bris- 
tol board. While it lasts I will fill orders at the 
above price. Cash ‘with the order. WILLIAM 
JOHNSTON Bogeast Printers’ Ink Press, 10 
Spruce St., New Yor 


23d St. (See ads un- 


Write 


SUPPLIES. 
’AN BIBBER’S 
Printers’ Rollers. 
NC foretching. BRUCE & COOK, 190 Water 
4 St., New for x 
’ EWSPAPER— Rolls or sheets 
4 Write A. G. ELLIOT &CO 
QTANDARD. Type 
.) type, original borders. 


. First quality 
, Philadelphia, Pa. 


Foundry printing outfits, 
200 Clark 8t., Chicago. 
i PAPER is printed with ink manufact- 
ured by the W. D. WILSON PRINTING INK 
)., L't’'d, 10 Spruce St., 

to cash buyers. 


New York. Special prices 


p° you know that I have the most complete se- 

lection of brass rule in the world? When 
you want anything in the brass rule line write me 
about it. P. H. BRESNAN, Successor to Walker 
& Bresnan, 201 to 205, William 8t., N. ¥. 


N O danger. Our gas and gasoline engines can 
4 not possibly explode, take up little space, 
placed anywhere in building, require little at- 
tention, save labor, inc: rease erate, fully guar 
anteed. PHILADA. GAS EN NE CO., 911 Wal- 
nut St., Philadelphia. 
so 
BOOKS. 


( yl .D books bought ane, sold Send stamp for 
list. Address A. J. CRAWFORD, 312 North 
1 St., St. Louis, Mo 


[pAnaen sian ALS, a manual of practical hints 
for general advertisers. Price, by mail, 50 

nts. Address PRINTERS’ INK, 10 Spruce 8t., 
New York. 


\ EDICAL advertisers in the U.5., latest list, 

arranged by States in book form ; leather. 
ette cover. Price 30 cents. wey CHARLES 
WOOD FASSETT, Sec. A. M. P. A., 8t. Joseph, Mo. 


ro BOOKKEEPERS—The Osborn Method in- 

creases collections , decreases losses ; makes 
prompt customers; saves labor; reduces num 
ber monthly statements ; makes reputation and 
increased pay for bookkeepe No circulars. 
Price, $2. nk and mercantile reference 
THE OSBORN CO., 91 Dearborn St., Chicago. 


\ MERICAN NEWSPAPER DIRECTORY for 
1895 (issued June Ith). Describes and re 
ports the circulation of 20,395 ry -g and pe- 
iodicals. Pays a reward of #25 for every case 
where a publisher is not accorded a circulation 
rating in accordance with facts shown by his 
atement in detail if signed and dated, and $100 
eward to the first pe n who shows any such 
tatement to have bee enuntrue. Over 1,000 page . 
31 cents extra for bontege } 
Address GEO. P. ROWEL L 
ers, No. 10 Spruce S8t., New York. 


& CO., Publ 


has one 
Pacific 


INK 
ADVERTISING 

STANLEY DAY, New 

b ER’S GUIDE, 25c. a year 


1GENCIES 


ADVERTIS 
mailed free 


Market, N 
Sampl: 


NY responsible advertising agency will guar 
4 antee the circulation = 1e WISCONSIN 


AGRICULTURIST, Racine Wis., to be 25,000, 


F you wish to advertise 


at any time, write 
ADVERTISING CO., 10 Spruce St.. 


anything anywhere 
to the GEO. P ROWELL 
New York 


ARRANGED BY STATES. 


ddvertisements under this head, two lines or mov 

without display, With display or 
black faced type the price is 50 cents a line Must 
be handed in one week in advance 


ARK: ANSAS 


pue ARKANSAS METHODIST has larger cir 
culation in Arkansas than any other paper 


The only morning daily 
Rock is 


The Arkansas Gazette. 


Its weekly edition is the leading secular weekly 
in the State. The Daily goes into the homes of 
merchants and professional people, and the 
Weekly to the farmers and laboring people If 
you want to reach the newspaper readers among 
a State population of a million and ahalf of peo 
ple, use the 


DAILY AND WEEKLY GAZETTE. 


CALIFORNIA. 


ALW AYS AHEAD 
é great daily J 
‘HE great California fruit-crowing district of 

which San Jose is the center is thoroughly 
covered by the San Jose MeRcURY. Sample cop 
ies free r advertising rates in daily or 
weekly address San J ] 





cents a line 


published at Little 





Los Angeles Times, So. Cal.’s 
Circulation over 


ose, Ca 


San Francisco, Cal., the 


THE WAVE, leading Pacific Coast 
ciety, literary ont political weekly. E KATZ, 


186-187 World Bldg, New 13, 000 weekly 


York, N. Y., sole agent guaranteed 
s a larger daily circulation 


Ts EXAMINER he 

than all the other morning papers in San 
Francisco combined, and the largest circulation 
of any daily west of Chicago, while the weekly 
EXAMINER has the highest circulation yet ac 
corded to any paper west of the Missouri.—From 
Printers’ Ink, issue of July 3, 1895. 


INDIANA. 


COURIER, Indianapolis 
inter-State negro j 
CHAS. H. STEWAR 


The leading 
irculation, 


n ( 
pub. Write for rates. 


IOWA. 


‘|’ HE DAILY TELEGRAPH is credited in the 

American Newspaper Directory for 1895 with 
a higher circulation rating than any other daily 
issued in Dubuque County 


\ ’EEKLY SENTINEL, Carrol!, twelve-page 
paper, all home print, largest circulation 
pe any weekly in county. Guaranteed by Row 
he DAILY SENTINEL is the only daily in one 
of lowa’s best counties. Rates low, perhaps not 
so low as papers with half the circulation, but 
they are Caned on circulation, and pay adver 
tisers. 


nt 


3,500 


LOUISIANA. 


PRESBYTERIAN, New Orleans 
Ark., Fla., La., Miss., 


weekly 
Tenn., Tex 


S, yo Ala, 
MASSACHUSETTS. 


s/ CENTS for 
PRISE, Br 


Daily ENTER: 
Circulation 7,000. 


40 words, 6 days 
ckton, Mass. 





PO ERE ERE 


PRINTERS’ INK. 
MICHIGAN. UEEN OF FASHION, New York City. 
>. Issued monthly. A million copies a yea 
UCHANAN, Mich., is booming. Every citi- ) EADY prints illustrated. No advertising 
B 1D ‘zen reads the RECORD ad 7 \ plate matter. ifalf-tone engravings of 
PRE S00 DEMOCRAT Sault Ste.Marie, Mich. SUbjects. Prices about the same as for the 
It should be on your list. ene ready pr’ a. arp one bare PT sé 
———————- in a town. Senc or sam mee. ARLES 
AGINAW COURIER- gr D. Daily, 6,000 ; y , r F 
S Sunday, 1,000; weekly, 14 WEBSTER, Publisher, Buffalo ed 
J AGINAW COURIER HE mat D is delivered di- 
Ss’ rectly into the homes by its own carriers. OH 10. 
{AGINAW COURIER HERALD, largest cire’n 7] \HE Mansfield (Ohio) New ved circula 
Jin No, Mich. Full Assoe’d Press dispatches. l daily 3,000, weekly 5.000, como. ‘hem 
SAGINAW Evening and Weekly NEWS. Larg- ARGEST cire’n of any Prohibitior 
S est circulations in the Saginaw Valley, Mich L’ nation: BEACON AND NEW ERA, Spt ingficl 
‘ AGINAW COURIER-HERALD is the leading eae aed 
Ss newspaper in Northern Michigan. Issued PENN SYL V AN 
mornings except Mondays, Sunday and Weekly - 5 1A - 
Daily, 6,000, est. 1870; ‘Sunday, 7,000; Weekly, ———— 
14,000, est. 1857. Sa inaw (pop. 66,000) is the third "JHE PATRIOT, Harrisburg, Penna. Fi 
city in Michigan. For further information ad third year. Politics, independently D: 
dress H. D. LACUSTE, 38 Park Row, New York. watic.. ois aeenk, Ly ~s + — —— 
ACKSON (Mich.) PATRIOT, morning, evening, ny tee ates tow. Fopumntion 6 
e Sunday and twice a week. The leaders in PROOF Positive! The fact that the Ch: 
their respective fields. Exclusive Associated Times has more advertising from the g¢ 
Press franchise. Only morning newspaper in Philadelphia stores than some of the city (a 
this section. All modern improvements. Rates is pretty good evidence of its high standing 
— She jegting advertisers in the coun- the State. No paper reaches a better cla 
ue sprees 1 in the PaTriot’s columns. readers, those who know what they want 
) 4 on of H. D. L ACC ISTE, 38 Park Row,N.Y. have the money to buy it. Thirty-two thou 
of them. Wa “LAC E& SPROUL, Che 


MISSISSIPPI bs 
sneuieamnaeail - RHODE ISLAND. 
NHE WATCHMAN has a large circulation —— 
throughout the Southern States, and isa ‘J\HE HOME GUARD, Providence, R.I. 1 
splendid advertising medium. ne for ore year. Circulation 50,000, 
L 


copy and advertisi rates. M. WALKER 
Publisher, Williamsburg, Miss SOUTH CAROL INA 
MISSOURI. ‘HE ‘dail edition of THE STATE, Columbia 


—<Ta Aan na a = ., is the most popular paper in a hun 
ANSAS CITY WORLD, daily exceeding 25,000, South Carolina towns. The semi-weekly ed 


Kx Sunday 30,000. abies - reaches over 1,000 post-offices in South Caroli 
EVYEry other week the MED. FORTNIGHTLY ———————- 
4 


is read by 8,000 doctors. St. Louis. 
Ee - TEXAS. 
MONTANA. ‘}°HE CITIZEN DEMOCRAT has the largest 


7] HE LIVINGSTON ENTERPRISE . eight pages, —___CUlation in Robertson County, Texas 
all home print. Circulation exceeds 1,000. 
Asc ONDA STANDARD. Circulation three VIRGINIA. 
es greater than that of any other daily , aint 
or Sunday paper in Montana: 10,000 copies daily. “= STATE, Richmond, the leading ever 
maper in a community of 125,000 peo; 
NEBRASKA. publish. ts full Associated Press dispatches, ar 
a live, up-to-date family newspaper. New n 
YEARLY 700 publishers are increasing their ®#eme' nt, typesetting machines, pew press 
Pe circulation by offering to Germans the ™&ny improvements. Greater local circula 
Frere PREssE, Lincoln, Neb., at 65 cts. per year ; than any other Richmond daily. Prices for s} 
&-page wkly; samples free. Write for particulars. Of H. D. LACOSTE, 38 Park Row, New York. 


NEW JERSEY. WASHINGTON. 


NNHE DECKERTOWN INDEPENDENT has the GEATILE TIMES. 
largest circulation of any paper in SussexCo. 9 m= a 
I ) RIDGETON (N. J.) EVENING NEWS leads all « EATTLE TIMES is the Lest. 
South Jersey pay vers in circuiation. Space + 
ads 12cents, 15 cents, 25 cents an inch an insert rtion. _ estate POST INTELLIGENCER 


THE EVENING JOURNAL, 


























JERSEY CITY'S Nar - is the home paper of Seattle’s 6 


FAVORITE FAMILY PAPER. YEATTLE’S afternoon daily, the Tres 
Circulation, - - - - 15, 500. \ the largest circulation of any evening pa 


Adve fi a (tT P Ys! orth of San Francisco. 
dvertisers fin > ¥S! nort 
6 | N her Post-INTELLIGENCER Seattle has 


NEW YORK. ‘ hie mi 
CANADA. 
cos saamar TT’ STANSTEAD JOURNAL, Rock Island 9 
sd 


has t the large: st circu i ation in Stanste: ad 
ELMIRA, N. Y. MEXICO. 


Known Circulation Over One Hundred A “\ PAPER is of value to its publishers or 
patrons to the extent it is read. The re 


Thousand Copies Weekly. ing sec ures the returns or results. The fact t 
. EL Faro has won souls and in other ways hel; 
A. FRANK RICHARDSON, General Agent. our cause shows that it is read. Apartady 


Rooms 13, 14 and 15 Tribune Bldg., New York City. Mexico City. 
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WISCONSIN. 


\ ISCONSIN AGRICULTURIST, 
Only English 
the State. Rates on 
tion over 25,000 


Racine, Wis. 
ricultural paper printed 


y 2 cents a line. Circu- 


so. & CEN. AMERICA. 


PANAMA STAR & HERALD. 
ANDREAS & CO., 52 Broad St., Agents. 
Send for sample copy. 





CLASS PUBLICATIONS. 


idvertisements inserted under this heading, in 
uppropriate class cost 25 cents a line, for each 
One tine, without display or black 
>. inserted one year, 53 veeks, for $18, 6 
#3. or 4 weeks 
" Display or black ‘faced type « ‘harged at 50 
ts a line each iasue, or $26 a year, or $2 a 
nth, for each line of pearl space occupied by 
whole advertisement. For the publisher who 
s not find the heading he wants one will be 
ide to specially fit his case. 
AGRICULTURE 
10OME AND FARM, Louisville, K) 
‘EEDER AND FARMER, Zanesville 
! RURAL PRESS, San ae 0, Cal. 
‘ONSIN AGRICULTUR IST, ‘ine, Wis. 
V V1S¢ ‘ONSIN AGRICULTURIST, Racine, Wis. 


A. P. A. 


A. MAGAZINE. New. 
ready. 100 large quarto pages. 
monthly. None free. San 


ART. 
ART LEAGUE CHRONICLE, 
BAKERS AND CONFECTIONERS 
SUPPLY JOURNAL, 173 Chambers St., New York 
CARRIAGES AND WAGONS. 


THE HUB, 247 Broadway. New York. 
The leading monthly, containing all that 
pertains to the art of carriage building, 
and cireulated all over the world. _ 

THE HUB NEWS, 247 Broadway. N. Y. 
The only weekly pauper publixhed in the 
interests of vehicle mfrs. and dealers. 


COAL. 
OAL TRADE JOURNAL New York City. 
COMMERCIAL TRAVELERS. 

THE COMMERCIAL TRAVELER, St. Louis, pub- 
lished in the interests of and circulates among 
commercial travelers. Bona fide circ’n, 4,650 

DANCING. 

BALL ROOM, Kansas City. Semi-monthly. 
DRUGS AND CHEMICALS 
DRUGGISTS’ EXCHANGE, Janesville, 
FASHIONS. 

QUEEN OF FASHION, N. Y. City 
Is * “y monthly. A million copies a year 

THE WAVE, San Francisco, Cal. 13,000 weekly. 

FRIENDS 


FRIENDS’ INTELLIGENCER, Philadelphia. 
tablished 1844. Circulation 3,500, 


GERMAN. 

KANSAS CITY(Mo.) PRESSE, daily 4,500,w’ly 5,500, 
HARDWARE AND HOUSE FURNISUIN@® 
HARDWARE oe ALERS’ MAGAZINE goes to 
hardware dealers. $3 per inch. D. t MAL- 
LETT, Publisher, 271 Broadway, N. Y 

HISTORICAL. 

THE AMERICAN HISTORICAL REGISTER, a 
Monthly Gazette of the Patriotic Hereditary 
Societies of the United States of America. Send 
for advertising rates and ee imen copies. 120 
8. Sixth St., Philadelphia, Pa 

HOM@OPATHY. 

HOMCOPATHIC RECORDER, Phila., Pa. 


15,000 cire ieee al 
$3 yes , 25 
‘rancisco, C al 


Leavenworth, Kan. 


THE 


wIs Wis. 


Es- 


INK. 27 
HOUSEHOLD. 

WOMAN’S FARM JOURNAL, St. Louis. Monthly. 
JEWISH. 


JEWISH SPECTATOR, Memphis, Tenn., and New 
Orleans, La. Uldest, largest, best, most widely 
circulated Southern Jewish paper. 


KNIGHTS OF PYTHIAS. 
THE KNIGHTS’ JEWEL, 
LARGEST CIRCULATIONS 
ELMIRA, N. Y., TELEGRAM : Over 100,000 weekly. 
LITERATURE. 
THE WAVE, San Francisco, Cal. 
LUMBER. 
SO. LUMBERMAN, Nashville, Tenn. Covers South. 
MEAT AND PROVISIONS. 
rhe National Provisioner, N. Y. 
MEDICINE 
MEDICAL - , sworn cir 
WESTERN Mibu AL AND 
KEPORTER, St. Joxeph, Mo. 
MINING 
MINING AND SCIENTIFIC PRESS,San Francisco. 
PAINTING. 


DECORATING, yd Broad- 
The ay oat an 


Omaha, 60,000 yearly. 


13,000 weekly. 


» Chicago. 

iND SURGERY. 

Portland, Or 
SURGICAL 


PAINTIN Lo 
way, N ° 
paper publis « 
worth more than mae e of a year’s «u 

PARKS AND CEMETERIES. 

PARK AND CEMETERY, Chicago. Monthly. 

PHILATELY. 

AMERICAN PHILATELIC MAGAZINE Omaha 

Neb. Monthly. Stamp men like it. 
PRINTING INDUSTRIES. 

PAPER AND PRESS. Vhiladeiphia, Pa 
The leading technical magazine in the world of 
its class—indorsed by and circulating exclu 
sively to employing and purchasing printers, 
lithographers, book binders, bilan book 
makers, manufacturing stationers, engravers, 
etc., etc. Sample copies and rates on application, 

RELIGION, 

WESTERN CROSS, Kansas City Mo. 

SECRET SOCIETIES. 

THE LODGE RECORD, Watertown, New York. 

SK ANDINAVIAN. 

THE highest circulation rating of any Skandi- 
navian paper in America is accorded to the 
DECORAH-POSTEN OG VED ARNEN, issued 
twice-a-week, in the Norwegian-Danish lan- 
guage, at Decorah, la.—From Printers’ Ink, 
issue of May 15, 1895 

SOCIETY 

THE WAVE, San Francisco, Cal 

R SPANISH 

REVISTA POPULAR, established 1888. Largest 
Spanish circulation in am world. Translations 
in all languages : 46 Vesey St., N. Y. City. 

SUNDAY PAPERS. 

ELMIRA, NOY Bi. = GRAM 

100,000 cortes wee 


CATHOLIC 


13,000 weekly 


Circulation over 


TEXTILE. 
WORLD, Largest rating 
TYPEWRITERS 
PHONOGRAPHIC WORLD, New York City. 
WELSH. 
Y DRYCH. For half a century the national or- 
gan of the Welsh people. Weekly issue 12,000 


copies. eave rtising rates address Y 
DRYCH, » = 


TEXTILE Boston 


Fo: 
Utica, 


WOMEN. 
QUEEN OF FASHION, New York City 
Issued monthly. A million copies a year. 
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The latter is a great disturber, as he knows not! 
Seemingly slight, reall) 
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See that you get Full: 
See that your cards « 
See that cards are cle: 
See that no lying excy 
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can place your Street Car Advertisi 
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BOSTON, NEW YORK, 
CHICAGO, BROOKLYN, 
MINNEAPOLIS, BUFFALO, 
DENVER, ROCHESTER, 
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DADE LA I PSDP DOLLA 


rienced Flands 


r and above all of the Amateur. 


he details of STREET CAR ADVERTISING; 
ars to master properly. 


Cars! 


displayed! 
1 ALL IN! 
)r poor service are given ! 


Keoe) 


GPG QS 
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, and save you time, money and annoyance. 


ALBANY, NEW ORLEANS, 
SYRACUSE, ST. PAUL, 
MILWAUKEE, PROVIDENCE. 
HAMILTON, 


O)0) 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


te Issued every Wednesday Subscription 
Price: Two Dollarsa year. Five Cents a copy ; 
Five Dollars a hundred. No back numbers. 
After December 31 the subscription price will be 
increased to Five Dollars a year. 

(Publishers desiring to subscribe for PRINT- 
ERs’ INK for the benefit of advertising patrons 
can obtain special terms on application 

ti Being printed from plates, it is always 
possible to issue a new edition of five hundred 
copies for $25, or a larger number at same rate. 

tr If any person who has not paid for it is 
receiving PRINTERS’ INK, it is because some one 
has subscribed in his name. Every paper is 
stopped at the expiration of the time paid for 

New York VOrrices: No, 10 Spruce Sieesr. 

CHICAGO AGENTS, 
Bennam & Incranam, Room 24, 145 La Salle St. 
LONDON AGENT, 
F. W. Sears, 138 Fleet St. 


NEW YORK, SEPTEMBER 11, 1805. 





A sLow ad won't make fast sales. 


THINK twice before you advertise 
once. 
ee 
‘‘IF you see it in my ad it’s so,’’ is 
an excellent motto for the guidance of 
every advertiser. 


EVEN a standing ad may be better 
than none. Some one may see it who 
never saw it before. 


NEWSPAPER space may be compared 
to a garden ; it is a success or a fail- 
ure, just as it is cultivated. 


THE first requisite towards convinc- 
ing the public that your goods are su- 
perior to others is to believe it your- 
self. 


THE principles of economy are not 
best followed by stopping your adver- 
tising, but by advertising more judi- 
ciously. 


WHEN the days are stormy and peo- 
ple stay at home, your advertisement 
in the proper medium is right there 
with them. 


HAND-BILLs are all right in their 
place, but observation leads to the 
conclusion that their place is generally 
in the gutter. 


A GOLD mine ceases to pay the in- 
stant you cease to work it. No one 
has ascertained when an ad ceases to 


pay dividends. 


Ir is much more economical to have 
your advertising placed by some one 
who has already bought the experience 
than to buy it yourself. 


TAKING a “‘ flyer”’ in advertising 
like taking a dip in the sea—a very 
freshing experience if time and pl 
are judiciously chosen. 


ADVERTISING has long been cons 
ered the business magnet to dr 
trade. But it seems not always to 
understood that it is like the elect 
magnet: it draws proportionately 
the current is strong and continuou 


PRINTERS’ INK is always pleased 
examine contributions for its pag: 
and to pay for them promptly on a 
ceptance when found available. Shor 
crisp, editorial paragraphs, brig 
jokes, catchy jingles and articles 
about 500 words are what is want 
All must relate to the subject of a 
vertising, and must be bright a: 
practical. 

WHERE an advertiser incloses post 
cards or stamped envelopes with 
circulars for a possible answer in r 
turn, he pays not only for the answer 
that are returned, but also for tho 
postal cards or envelopes that are n 
returned. This condition the U. S$ 
Economic Association, of Washington, 
D. C., proposes to remedy by the iss 
of special postal cards and envelop: 
to be inclosed with circulars for ar 
swers, and on which the receiver, not 
the sender, will pay the postage on r 
ceipt of the card or envelope. The 
cards and envelopes will contain th 
name of the advertiser printed on th: 
address side, and a substitution 
name will be punishable by law. Th 
will obviate paying postage on card 
or envelopes not returned, and wi 
enable the advertiser to distribut 
thousands of postal cards and stampe 
envelopes, where he now sends hur 
dreds. The scheme has the approva 
of the post-office department and ha 
been favorably reported upon by 
congressional committee. 

anal 

Peor.e don’t patronize a merchant nowa 
days simpiy because he declares black an 
blue that his goods are better than those 
anybody else. They want to know som: 
reason why they are, or they won’t buy them 
—Grocery World. 

die - 

Tue columns of newspapers and magazines 
are supposed to be the best place to adver 
tise. This may be a mere theory, but it 
geesalty believed. Even this belief itsel! 

as been created by persistent advertising 
The editors kept saying it “was so,” and 
now most advertisers say the same thing. 
B. M. Moses. 
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RREVERENT ADVERTISING 
‘By Foel Benton 
one will controvert the state- 
I presume, that the advertise- 
t which leaves in the reader’s mind 
igreeable impression, or offends 
nse of propriety, has really failed 
uting its proper function. In- 
of attracting patrons it has in- 
lislike or disgust, which repels 
age 
s perfectly true that you can win 
m by making some grotesque 
sition of Scripture extracts with 
ss announcements, or by min- 
1e most sacred and most secular 
‘rs in a grotesque combination ; 
nning attention can be made an 
rument of injury just as well as it 
be made a helper to sell goods, 
e attention brings the firm which is 
ght to notice discredit and excites 
sion, twice the money paid for 
udvertising which has this effect 
be better spent in buying silence 
lank space. 


Here’s a Kentucky firm, for instance, 


h prints its business card on the 
k of a religious tract, and claims 
its tobacco, ‘‘like religion, is a 
thing to have.” This sort of 
m, if not so offensive as other 
s which can be named, is, at least, 
ely vulgar. It treats religion as 
were a ‘‘commodity,’’ like a 
t of soap, and not for what it is 
spiritual and organic principle— 
ibit and controlling motive of a 
[ know that, in saying this, I 
e confronted with the nomencla- 
f certain ignorant religionists 
speak of ‘‘ getting religion’’; but 
mly proves that their fanatical 
im is about 16 to 1 to their un- 
nding. 
s true a noted advertising expert, 
1 away by a temporary enthu- 
I imagine, which he may some 
be glad to see depart, has not 
made religion a ‘‘commodity,”’ 
is termed the Bible one long ad- 
which is, of course, a 
ful example of juggling with 
s. Even if religion 
mmodity,”’ it is not ome we wish 
k of in mercantile terms, or mix 
the coarse things that are offered 
mey at wholesale and retail. 
sometimes see this done. 
lealer or proprietary firm quotes 
ture for the booming of his goods 
make the reader stare and ponder. 


t we 


were a“% 
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Sometimes the religious fanatic pastes 
on 4n ash-barrel, or in an unsavory 
place, his Scripture texts to persuade 
people from evil to good; and that, 
also, is a fatal infelicity. Its only ef- 
fect is to make the profane more scorn- 
ful and the judicious to grieve. The 
momentary shock given in any of these 
instances is one that is resented by the 
great majority of people— even by 
those who are far from being finical or 
superfine in their tastes and feelings. 

I had intended to give some samples 
of the derelictions of which I am 
speaking when I set out to make these 
remarks, but this, I find, would be re- 
peating, after a certain sort, the offense 
Iam inveighing against. Besides, I 
do not wish to add further injury to 
the causes these advertisements were 
issued to serve. 

The error in this whole matter comes 
from what James Russell Lowell has 
called the lack of that ‘antiseptic 
principle’? known as the sense of 
humor. Not the humor we know as 
fun, but that presiding principle or 
power which enables us to give a true 
proportion and quality to things, and 
to put each in its proper place. This 
is the saving quality which gives per- 


fection to literature and art, to preach- 
ing and persuasion, and without which 


the writing of advertisements may 
sometimes end in doleful and regretta- 
ble failure. 

Sipe 
A PLEA FOR GRAMMATICAL ADS, 

One of Printers’ Inx’s department writers 
is forever telling us that the grammatical 
exactness of an ad “don’t cut no ice”’ with 
the advertisement reader 

Please, Mr. Editor, I would like to differ 
with this learned gentleman. 

Careful grammatical construction is not only 
necessary in order to show the character and 
refinement of the firm advertising, but is re- 
quired in order to give the reader a clear and 
exact understanding of the goods advertised. 
“Care should be taken,” says Quintilian, 
“not that the hearer may understand, but 
that he must understand, whether he will or 
not.”” This rule, which means perfect ex- 
pression, cannot be overlooked in advertising 

espec ially when the advertiser is paying 
four or five dollars a line for his space. 

Dean Alford, in his ** Plea for the Queen's 
English,”’ used a sentence so involved that 
Mr. Moon made it his business to prove 
mathematically that it was capable of ten 
thousand two hundred and forty different 
me anings! Had Alford used such a sentence 
in an advertisement, I am very much afraid 
the newspaper space would have been wasted. 
The public would never have had a clear 
enough idea as to what it was all about to 
have even become enough interested to have 
read the announcement to the end. 

W. CHANDLER STEWART 
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Displayed Advertisements | Wanied {he Best balestian 


Must be handed in one week in advance. 
—_ = 5} the road. to handle the “ Century” 
New Model” Web and other Mohotade I 


machinery. 
Do You Technical knowledge not necessary but 
possess sufficient adaptability to gras; 
points of the work. 


Own T eC a) None but a man of strong individualit 
yp . | address, indefatigable energy, and one 
| acquired the ‘abit of success, need apply 
If yes, write to us for infor- call, but write with all particulars. 
mation which will save you money. a ae yo PRESS & ME 
YA] ELL PRINTING PRESS « PG 
UNION QUOIN COMPANY, a Madison A Sct 
3658 Dearborn Street, CHICAGO. 
High Class Buyers read reeeee wwe 
High Class Magazines. 
THE. 


Can you doubt the ¢ 

WE € GHRISTIAN UPLOOK 
¢ has the largest circulation in Wester 
e and Centrai New York State a 
t Northwestern Pennsy Ivania of a 
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SST Ae RNIN OER THE A ma HS 


se RO Be RE ERROR IN Rate POI 


NEW ENGLAND 


nearly all the Methcdist families 
this territory you must use The 
Christian Uplook (new series B 
falo Christian Advocate, establis 
1850). Write for full information 


No one that has seen 
does 


WARREN F F. ‘KELLOGG, 


PUBLISHER. THE CHRISTIAN UPLOOx 


FRANK E. MORRISON, Special Agt., , BUFFALO, N. } 
New York. Chicago. | @X3~ DY D< DDE EV EOE & 
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“ Tue Press, the most 

widely circulated Republi 

can newspaper.”— WN. } 

Evening Post, Aug. 2, 1888. 

Since 1888, THE Press has grown in strength and im 
portance. It is still growing and will keep on growing. | 
It is officially recognized by the Republican State and 
County Committees as the leading Republican newspaper 

of the Empire State. With progressive advertisers, 


> The New York Press | 


is the , Ariens by which other papers are rated. 












































” THE WAVE, 


1N6 


e-2<)<-32<32-D.DOOE 4 E> E44 @ 








PRINTE 
WISCONSIN ACRICULTURIST, 
RACINE, WIS, 


Cal, 
Coast 80- 
E. K 


week 


San Francisco, 
leading Pacific 
terary and political weekly. 


Vo N 
. rid Bldg., = "13, 00 


Y., sole ager 


the 


guaranteed. | 





Mr. Bert M. Moses, the adver- 
tisement and business writer of 
02 Third street, Brooklyn, re- 
lates that he recently had 
ceasion to consult Dr. J. 8. Car- 
reau, a well-known physician of 
ik West Twenty-first street, New 
York City, for a stomach trouble 
which was pronounced a type 
of dyspepsia. “ After consul- 
tation,” writes Mr. Moses, “ the 
Doctor gave me a prescription, 
and | was somewhat surprised 
to note that the formula was 
nearly identical with that of 
Ripans Tabules, for which I had, 
on more than one occasion, pre- 
~t advertising matter. I had 
Dr ‘arreau’s prescription filled, 
et it proved satisfactory, 
giving quick relief. A week 
later, when I had taken all the 
medicine, Lagain called on the 
Doctor and mentioned the simi- 
larity of his prescription and the 
proprietary remedy spoken of, 
chou ing him both the remedy 
itself and the formula. The 
Doctor was at first somewhat in- 
clined to criticise what he called 
patent medicines, but appeared 
to be surprised when he noted to 
what extent his own prescrip- 
tion conformed to the formula T 
showed him. It was practically 
thesame. After a short time 
levoted to noting the careful 
manner in which the proprietary 
medicine was prepared, he 
wound up by prescribing it for 
my case. Of course I had to pay 
him for telling me to do this, Dut 
t was worth the cost to have 
ich high professional assurance 
iat the advertised article was, 

1 fact, the scientific formula 
that it purported to be. It might 
ippear that there was no sense 
in my going to him for advice in 
the first place. I might have 
taken the proprietary medicipe 

1 the beginning and saved the 

Doc tor’s fee, but I think the con- 
fidence I have ac quired in the 

‘ flicac y of the remedy, through 
the Doctor's indorsement of it, is 
well worth the fee.” 


t} 


ins Tabules are sold by druggists, or by 
if the price (50 cents a box) is sent to 


he ipans Chemical Company, No. 10 Spruce 


‘ew York, Sample vial, 1) cents, 
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NEWS == 


Sunday 
| 
WHEELING, W. 


Weekly 
VA. 


Largest Circulation 
in the State. 


Rowell’s Directory for 1895 
gives the News the highest daily 
circulation for Wheeling, and 
guarantees tne accuracy of the 
rating by agreeing to forfeit $100 
to any one who can prove dif- 
ferently. 

Sunpay News has more circu- 
lation than the total of all other 
Sunday pa _* published in West 
Virginia. This is certainly val- 
uable information for 


gaaaasaaacaisassacacesaaaussseeaseatEss 
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Advertisers who wish to cover 
West Virginia and Eastern Ohio 
Effectively and at least cost. 


Other valuable special points gladly 
told in person or by mail. 


NEW YORK OFFICE: 
517 ano 518 TemPLe Court, 
Cc. E. ELLIS, MANAGER, 
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Cuurci STANDARD 


| ESTABLISHED 1830. 


The 01 ‘est and Best | Protestant Episcopal 
Paper in America. 


IT MAY INTEREST YOU 
TO KNOW 


That it is one of the comparatively few 
| papers credited by the American News 

paper Directory with a circulation ex- 
ceeding 5,000; 

| That it is the ou paper of its kind that 
can successfully reach the membership 
of the Protestant Episcopal Church in 
the great middle portion of the country ; 

That those it Dogs reach constitute, in the 
minds of shrewd advertisers, the best 

buying class in the country; 

That it is the best medium through which 
to reach that class, in the territory men 

tioned, because it is the only paper of 
its kind in that territory; and because 
aside from this, it is the brightest and 
best Protestant Episcopal paper printed 
“ anywhere; 

That we willcheerfully do all in our power 
to make our advertisers happy, by mak- 
ing their advertising effective. We will 
welcome change of copy as often as a 
change is desired; as a matter of fact 
we prefer to change the appearance “e of 
an advertisement as often as possible, 


RATES ON APPLICATION. 


} THE CHURCH STANDARD CO., 
12 North 12th St., PHILADELPHIA, Pa, 
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The Clouds 
Drop Fatness 


The 

Dull 
Times 
Are Over. 


LALA DD 


Southern 


Farmer, | 
Athens, Ga. ° 


The leading agricultural publi- f 


The 
National Tribune 
Pays. 


q cation, and having the largest cir- 
Uculation of any paper of its class 
in the South. 
It thoroughly covers the country 
Qsouth of the Ohio River, and is 


That is why the best advertisers 


yread by the best people in that used it for years. 


VaeaZe2222222 


J great territory. Over 100,000 every issue. 


UW No advertiser, who omits this) rare , 
n } No live business man will fail to adv 
tise this fall. 


Address THE NATIONAL TRIBUNE 
Washington, D. C. 
Or BYRON ANDREWS, 
Manager Branch Office, 
World Bldg., New York ¢ 
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j paper in placing his business, can 


U hope to reach the people. Adver- | 





Utising rates very low. Address 
} ) 


THE SOUTHERN FARMER, 


ATHENS, GA. 


bVesoazarereee 7 _ 12/5, 
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THE ATRIOT MORNING, 
e EVENING, 
Jackson P RESINS 
TWICE-A-WEEK 

(MICHIGAN.) 

The Morninc Patriot is acknowledged to be the best advertising medi 
um in Southern Michigan. It is the only morning and Sunday morning 
newspaper in a teffitory 150 miles wide and 250 miles Jong. Has the ex 
clusive morning franchise of the Associated Press. 

The Eventnc Parriot is the leading evening newspaper of this section, 
and has a larger net paid circulation than any competitor. It also has ar 
afternoon ASSOCIATED franchise. 

The Weexty Parriot is just ending its 51st year, and is the household 
favorite with Jackson County farmers. All three newspapers receive gener 
ous patronage from local and the prominent foreign advertisers 

Prices for advertising and any desired information may be obtained of the 
Home Office, or 
H. D. La Coste, Eastern 
38 Park Row, Advertising 
New York. Manager. 
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Doubt 
There 
Can 
Be 

No 
Doubt 
About 


The 
Peterson 


Magazine 


It 
Pays 
Advertisers 


Penfield Pub. Co. 
100-111 Fifth Ave., 
New York. 


FRANK BE. MORRISON, 
Special Agent, 

500 Temple Court, 

New York, 
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Have You 
Letters 
For Sale? 


I want about 500,000 original 


letters, either outright, or a thirty $ 


day copy 

The letters are to be used by a 
publisher. 

Sample copies of his paper will 
be sent them for the purpose of 
soliciting subscribers. ‘lhey will 
be used for no other purpose 

No lot of original letters will 
be too small or too large for him 
to handle. 

Letters are desired only from 
parties who have received them 
in response to advertising, and 
no letters are wanted of a date 
previous to September, 1894. 

Send copy of the advertisement 
number 


which drew the letters, 


of letters on hand, and cash price 


for same, either outright or for 
use of the letters for thirty days. 
Address ‘‘ LETTERS,”’ 
Care of 
Cc. E. ELLIS, 
517 TEMPLE COURT, 


NEW YORK CITY. 
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Did you know that 


The __—~ 
Harrisburg 
Telegram 





Is the organ of organized labor 
in Pennsylvania, and goes into 
over 2,000 towns in Pennsyl- 


vania alone? This trade is 


worth having. You can influ- 
ence itby using .... 

THE TELEGRAM 
eu 


By the way, we havea handsome 
Flag Book, giving a fac-simile 
of the flags of every leading 
world> 
While they last, I 


nation in the Only a 
few are left. 
willsend one free. The requests 


must come from firms doing 
general advertising, written on 


their letter sheet. 


Advertising Office, 


617 &618 Temple Court NEW YORK. 


c.€. ELLIS, Manacer 


INK, 


The Leading Afternoon 
Family Newspaper in 
Virginia, West Virginia, 
North and South Carolina. 


THE STATE 


Richmond, Va. 


NEW MANAGEMENT, 
NEW DRESS, NEW 
PRESS 


es, 4 


ASS 


EVERYTHING FIRST Cl 

ESPECIALLY THE RES| 

FROM ADVERTISING. 
Richmond can be covered more eff 


more economically with the ‘ 


by any other one medium. 


Daily.... 
Semi=-Weekly. 


ESTABLISHED 1876. 


and purchasing ¢ 


The 


ts readers are u 


intelligence 


nsurpassed in this territ 


ADVERTISING RATES ARE 
REASONABLE, AND MAY 
BE OBTAINED OF THE 

| HOME OFFICE OR.... 


H. D. LA COSTE, 


38 Park Row, 
‘tee York. 
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“" Old Story 


7 With Me. 


GERMANTOWN, PHILA., August 24th, 1895. 
s Ink Jonson: 
s an old story with you to be told that your inks are excellent, but we 
) say again, that we are satisfied with the excellent quality of your inks, 
re than satisfied with your prices. Yours very truly, 
HORACE F. McCANN, 


Publisher of Independent. 


LonG BrAncH, N, J., August 26th, 1895. 
Ink Jonson: 
We find your job inks as good as any we have been paying from five 
t dollars a pound for. Your news ink gives perfect satisfaction. 
Yours truly, 
LONG BRANCH NEWS. 


HAMILTON, VA., August 26th, 1895. 
Printers Ink Jonson, New York : 
Chere are inks and inks, but we have never found any that would 
up in quality or price to those manufactured by the gentleman 
styles himself ‘* Printers Ink Jonson.” We too are printers, and know 
it we are talking about. Very truly yours, 
G. ERNEST LEITH, 
Publisher Enterprise, 


My job inks are made from the best materials that can 

e purchased, and are noted for their brilliancy and_per- 
manency of color. No black ink was ever made that I can- 
t duplicate for one dollar a pound, and no carmine or 
rple was ever produced that I cannot match at two dollars 


pound, If the inks are not found as represented, I am 


ilways willing to have them returned and the money refunded. 


Send for a trial order with check. 


PRINTERS INK JONSON, 


8 Spruce Street, New York. 
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Former! ly paid 
rom 12 to 16 Cts. 


BAINBRIDGE, N. Y., August 28, 18 
Printers Ink Fonson : 

Please send us another keg of your news ink. Inclosed find che 
same. I don’t want it any better than the last ; that was good enough f 
paper, and is of a better quality than what I formerly paid 16 cents a pour 

EXPRESS PUBLISHING COMPANY, 
Bainbridge, N. Y, 


CLEARFIELD, PA., August 25, 189: 
Mr. Fonson : 

I have no criticisms to make on your ink. I have been paying 12 
for years for ink not as good as yours at § cents, and my second orde 
is pretty good evidence that your ink is about right. Consider me one 
victims. Yours truly, 

J. I. GOODLANDER, 
Publisher Republica 


ORANGEBURG, S. C., August 24, 189 
My Dear Sir: 
I have been using your ink for some time now, and I find it just as 
if not better, than that I used to pay 12% cents for. I consider you a 
factor to the printing fraternity. Very truly, 
J. L. SIMS, 
Publisher Times and Democrat, 


The majority of publishers throughout the 
country are unable to believe news ink is reall) 
good, unless they pay a high price for it. My) 
news ink is guaranteed to be the best that can be 
made at any price, and is sold with the distinct 
understanding that it must be perfectly satisfactor) 
or | will buy it back. My terms are strictly cash 
with the order, otherwise | don’t ship the ink. 

Address (with Check), 


PRINTERS INK JONSON, 
8 Spruce Street, NEW YORK. 
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More Circulation 
And Less Than Half 
Their Rate. 











The circulation of the Washington EVEN- 
ING STAR is more than that of the three 
other Washington dailies combined, and yet 
its rate is less than half of that of the three 


papers added together. 


THE STAR 


covers the city of Washington completely. It 


goes to 82% per cent of all the occupied 
houses. It charges but 7% cents per line for 


10,000 lines to be used within one year. 


L. R. Hamersty, 
New York Representative, 


49 Potter Building. 
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Co-operative Lists as to 

whether they pay or not. 

Everybody knows _ that 
they pay. 

Everybody knows they go 
right down to the homes of 
the people. 

The people who read those 
papers don’t go to stores to 
decide what they want. 

They decide at home. 

After reading their home 
paper. 

They generally choose 
something that they have 
seen advertised. 

To reach those people one 
electro and a contract mailed 
to our office will be enough. 

Shall we tell you how 
much it will cost? 


~ CHICAGO > 
NEWSPAPER UNION, 
93 S. Jefferson St., 


CHICAGO ano 
New York <= - = 10 Spruce Street. 


| not a question with 


NU 
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DEPARTMENT OF CRITICISM. 
By Charles Austin ‘Bates. 


Advertisers everywhere are invited to send matter for criticism ; to propound problems 
id to offer sug estions for the betterment of this department Anything pertaining to 


vertising will be criticised freely, frankly and fairly. Send your newspaper ads, circulars, 
»klets, novelties, catalogs. Tell me your advertising troubles—perhaps | can lighten them: ; 


ADVERTISING IN GENERAL. thing he can do best and hires other 
Hutcuinson, Kan., Aug. 26, 1895 people to do the things they can do 
cs Austin Bates, Esg., New York, best, is the one who makes the deepest 

; ‘ marks in the road of success. 
‘x Sir—Your several articles on “ In- The insurance business is peculiar. 
» Advertising ”’ have been of consider- . . : > 
nterent to me, and yet I have not re- O 1S every other business. When I 
ed much assistance in the writing of my have suggested advertising insurance 
ds. I therefore beg to take advantage of in a common sense way, in plain lan- 
offer in the Department of Criticism in ‘ ° 
rene’ lone. guage, I have been told that it was all 
find it very difficult to write ads satisfac- right to advertise dry goods or drugs 
to myself. My business is that of insur- oy patent medicines in that way, but 

and farm loans, and this being purely a } Pri ane?! a temastil id 
business it is necessary to advertise in ‘al smart advertising would not 
papers. I hand you herewith several do for the insurance business. People 
of ads _ crtciciom. bend = ones seem to have the idea that if you de- 
in in our daily paper, and the larger one < 

peal paper Re iP ome pra ea ag part from the old, stereotyped style 
a country circulation. of advertising you must immediately 
u will kindly make such criticisms as jump into the clownish methods pur- 


think proper, and also give me any infor- ; . = a: eae. 
n which you may feel like imparting, sued by some otherwise appare ntly 


favor will be highly appreciated sane advertisers. 

inking you in advance for your courtesy I have no patience with the ‘‘smart”’ 
er t =: om : or ‘‘catchy” ad Advertising at its 
ours very truly, 7 
" Joun M. Kixxer. best merely tells people a story that 
Kinkel says something which I they can understand. It eliminaies 
said before. He finds it very all technicalities, and really tells what 
ult to write ads for himself. I people really want to know. This 
nk that most insurance men have dces not mean childishness in words 
same difficulty. A great many of of one syllable. It simply means plain 
m do not know that they have it, language, such as ordinary people are 
they have just the same. accustomed to. There isn’t a trade 
\n insurance man really knows too or a business under the sun that has 
h about the technicalities of insur- not a lot of expressions known per- 
to be able to advertise it as it fecily well to those engaged in that 
ld be advertised. Without realiz- trade, but without meaning to those 
t, he drops into technicalities and not in that particular business. A 
expressions which are so plain to him printer talks about ‘‘ shooting sticks "’ 
he thinks they must be plain to and ‘‘slugs’’ and ‘‘planers”; he 
ybody. talks about ‘‘making fat,’’ about ‘‘jus- 
They are not. If he were writing tification,’’ ‘‘under-lays,”’ ‘‘over-lays,”’ 
n audience of insurance men, there ‘‘tympans,’’ and fifty other things 
d be no trouble at all. They that every printer knows all about, 
would all know just what he meant. and which are comprehended by not 
His ads are addressed to business one person in a thousand outside of 
and to men of subordinate posi- the printing trade. In every other 
in the business world. Anybody line of business that | know anything 
has had much experience in busi- about there are words and phrases 

knows that where one business* equally unintelligible to outsiders. 
is generally well informed, one The editor of one of the leading 
lred are not. Most business men insurance papers, commenting on some 
w their own business to the exclu- remarks of mine, said that he could 
of other things. Perhaps this is not see anything in insurance litera- 
t makes them successful. The ture that the ordinary business man 
k-of-all-trades generally don’t suc- would not understand immediately and 

The man who sticks to the without trouble. 
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Of course he cannot. The matter 
is so plain, so clear and lucid and 
simple to him, that he cannot possibly 
understand how anybody else could 
fail to comprehend it. And I fancy 
that the machinist to whom the insur- 
ance literature is addressed as much 
as to anybody else, would believe that 
the words and phrases peculiar to his 
business were readily understandable 
by the insurance men. 

I suppose all of you have 
“*Mark Twain’s’’ account of Buck 
Fanshawe’s funeral. Mr. Scotty 
Briggs and the new preaclrer talked 
at each other for an hour or more with- 
out either one understanding much of 
what the other one said. What they 
needed between them was an inter- 
preter—a man who could take the 
technicalities, or the slang, or the un- 
usual words from one man and trans- 
late them into language that the other 
man could understand. ‘That is what 
is needed in the insurance business, 
and in almost every other business 
underthesun. The interpreter needn’t 
be funny, and he needn’t be cute. He 
needn’t even be grammatical. His 
business is to make a message that 
will be intelligible to the great mass of 
people outside the business he is 
writing about, and to whom the writing 
must of necessity be addressed. 

All this talk will probably not help 
Mr. Kinkel to write his own ads. It 
may perhaps give him some hints that 
will help him if he takes them to 
heart. 

| he two ads which I reproduce have 
nothing particularly good or bad about 
them. The large ad is not convincing, 
and doesn't tell why it will pay any- 
body to call on Mr. Kinkel. It con- 
tains no real information--. In the first 


read 


FARM INSURANCE 


can be placed 
in no better company than the well-known 
and reliable 


Continental Insurance Co. 


of N. Y., which I represent in Reno and ad- 
joining counties. It will pay you to call on 
me. 
Real Estate Loans made at a reasonable 
rate of interest. ma 

Correspondence solicited. 


JOHN M. KINKEL, 
Rooms 12 and 14, No. 3 South Main Street, 
HUTCHINSON, KAN. 





place, I believe that the ad ought to 
advertise insurance a little bit more. 


INK. 


An insurance agent will say that ey 
body knows what a great thing i: 
ance is, and everybody carries fir: 
surance I don’t believe this is 
Take up any newspaper, and you 
see the story of some fire. Ofte 
than not the last few words wi! 
**Only partly covered by insuranc« 
or ‘‘ loss $10,000, insurance $3,00 
or ‘‘ loss total, no insurance.”’ It s¢ 
that a great many people do not 
preciate the importance of even 
insurance, to say nothing of life 
surance. 

The second ad shows up very 
for a one-inch ad, but I doubt if 1 
than one in ten of its readers wil 
very much meaning out of the fi 
sentence. 


THE PROCEEDS 
OF A POLICY 


of fire insurance will sustain a good fina 
standing in case of loss. Under some ci: 
stances it prevents utter failure. I repr: 
first-class companies only. 


JOHN M. KINKEL, 
Rooms 12 and 14, No. 3 South Main St. 








It is plain when you study it, 
you ought not to have to study 
| hey ought to be so plain that 
will understand them without try 
As a matter of fact, I believe that th: 
most of insurance advertising ought t 
be done by the companies themse 
The case of fire insurance is par 
with the case of insurance comm 
that is sold generally. If Sapolio, for 
instance, had not been widely and effect- 
ively advertised, people would nov 
into a grocery and ask for scour 
soap. There would probably be a! 
twenty-five or thirty brands, and the 
purchaser would take whatever th 
grocer handed out. As it is, pe 
go in and ask for Sapolio. They i1 
on having Sapolio and they will 
take anything but Sapolio. Ther 
other scouring soaps whose maker 
forced to sell them on the plea that they 
are just as good as Sapolio. It has | 
my experience, and it is the experience 
of nine hundred and ninety-nine 
in a thousand, that when I wanted fire 
insurance I went toa reputable agency, 
and told them where I lived and 
much I wanted, on what kind of goods 
The agent made note of what I told 
him, and in the course of a few days 
I received a policy in the company he 
selected. I took the agent’s standing 
as a guarantee of the standing of his 
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ypany. If I had been taught to 

eve that the Home Insurance Com- 

ny of Hartford was the one great 

only and indispensable fire insur- 
e company, I would have told the 
nt that I wanted a policy in that 
pany, and if he didn’t represent it, 
would have been forced into the 
as-good position with some other 
pany. 

[here are a great lot of people 
W io not carry any insurance at all. 
There are still more who carry less 
than they ought to carry. There are 
a great many who begin with insur- 
anceand dropit. ‘‘Allow their policies 

apse.’’ This matter of lapses is 

worse thing that insurance 
have to deal with. It 

a story to give here, but every 

rance man will know just what I 

I believe that a great percent- 

of these lapses can be prevented 
mtinually advertising that insur- 
is really a good thing and almost 
spensable. There isan enormous 
eveloped field for insurance. I 
stly believe that the insurance 
ness of the country, life, fire, ac- 
nt and other kinds included, can 
increased fully 50 per cent by ju- 
vuus advertising. If thirty or forty 
he leading companies were to ad- 
rtise judiciously, each spending a 
sonable amount of money, they 

1 all reach and hold a great deal 

business than they do, and some 

e benefit would go to the com- 

es that do not advertise. The 
iter part of the benefit would nat- 

ly accrue to the companies who 
the advertising, and those who 

e the start will derive the greatest 


com- 


1eS is too 
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RETAIL ADVERTISING 


PHILADELPHIA, 
Charles Austin Bates, PRINTERS’ 
ew Yor 


Aug. 21, 1895. 


Ink, 


EAR Sim—Been studying your Depart- 
t t with the greatest interest and pleasure. 
: 1 done so with profit? I inclose some 
ny ads. With an apology for my en- 
achment on your limited time, I am, 
Very truly yours, W. M. Price, 
Advertiser for Partridge & Richardson. 
Che Philadelphia advertiser has quite 
a job laid out for him. There is a lot 
good advertising in Philadelphia, 
mencing, perhaps, with Wana- 
ker work, which seems to mark 
st all of it. There isn’t anything 
especially remarkable about the ads 
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Mr. Price has sent me. What I mean 
is, that there is nothing unusual about 
them to make them distinct from other 
good advertising of similar character. 
The work is department store adver- 
tising, handled in an intelligent, sensi- 
ble, selling way. As a matter of fact, 
I believe the department store adver- 
tiser who tries to be smart and orig- 
inal is a mighty expensive investment 
forhisemployers. The closer he holds 
himself down to common sense and 
straight, plain talk, the better results 
he will get. ‘There is hardly a possi- 
bility that he will be able to get out 
anything original. If he can make his 
ads readable, if he can make them 
plain, if he will put items into them 
that will bring people into the store, 
his mission is complete. Of course, 
making ads readable isn’t the easiest 
thing in the world, but really the facts 
that go into an ad are the most impor- 
tant things after all. 

These ads of Mr. Price’s seem very 
good, but there is no reason why a de- 
partment store advertiser should ask 
an outsider whether or not his ads are 
good. He can find out for himself at 
the cashier’s desk. That's the only 
test after all. Perhaps some of Mr. 
Price’s sayings will be of use to some- 
body else. 


FUNHE greatest silk ever sold for 
real bona fide Jap, heavy quality, 
figured navy blue, brown and light effects. 
The very stuff you've paid 75c. for, and glad 
o’ the chance. 
Just reduced, a splendid lot of light ground 
Taffeta Silks (waist effects), from 75c. to soc 
ON’T you be afraid of our 98c. Oxfords. 
] You couldn’ t get a better foot covering 
for house wear. They're not the stiff, awk- 
ward affairs you’ve seen elsewhere for g8c. 
Black kid and tan goat, turn soles, soft, com- 


fortable wonders at 8c. 
Vy Y HAT do you say tothis? Fine Duck 
Suit, extra wide skirt, blazer jacket 
faced with pls ain material and trimmed with 
white braid for $3.00. Others get as high as 
$4.00. We have reason to think we show the 
best $4.50 line of Pique and Duck Suits in 
the city. Other Wash Suits $2.25 up. 


374c 


Watch the budding leaves. If you miss a 
day, you miss a step in their beautiful de 
velopment. 

Watch our China and Fancy Goods Depart- 
ments. A similar evolution is progressing 
there. 

Hurrying hammers drive the work ahead 
with tireless energy. New beauties burst 
into being daily, each a herald of newness 
to follow. 

Buying is easy where buying is pleasant 
that’s the motif for the present and com- 
ing improvements. 

There’s a home feeling and hearty welcome 
awaiting you in the new Resting Room. 
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HURD STATIONERY. 


A chance bargain. Fine“ Velvet Finish” 
and “ Frosted Vellum” at the price of 
common paper. Following exquisite 
and fashionable tints, viz.: Shell pink, 
azure, silver gray, cream and heliotrope. 
Better buy a quantity— can’t hope to 
duplicate this offer. 

Paper, 8€. quire. Reg. price, 15c. 

Envelopes, 7¢, for 25. Reg. price, 15c. 


Black China Silk Waists $2.75 


Same waist was advertised elsewhere as 
a bargain at $3.00. 

Well made and thoroughly up to date— 
crush collar, full front and back, extra 
large sleeves, etc. It’s actually "worth 
more than $3.00—snap at $2.75. All 
sizes from 32 to 44—larger if you say so. 


FRIDAY’S SWEEP DAY. 


Sweepings almost given away. The 
remnants and odds and ends get price- 
cuts that make ’em fly like dust before 
the breeze. Seasonable, perfect goods, 
too. Money for you in these Friday 
sweepings if you’ ll look for it. 


THE SHOE MAN'S BROOM 


Has swept together the following ane 
lots. e’ll pay you well to carry them 
out the door for him. 











* & 
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H. P. Mecvert. t 
PoTTsviLie, Pa., June 6, 1895. § 
Mr. Chas. Austin Bates : 

Dear Sir—While I am but a recent pupil 
of the * Little Schoolmaster,”’ I a 
its worth, and always .,ok forward to its 
periodical visit with pleasure. As I haven't 
seeu anything relative to meat markets in its 
pases, I venture to send a few ads I have 

een using recently. ‘ 

1 opened my meat market in this city last 
September. A week before I opened I began 
running fifteen to twenty-line locals in the 
three dailies, using large, catchy head- lines. 
I don’t know whether it was the novelty or 
originality in advertising such a prosaic 
thing as a meat market, but | am in a posi- 
tion to know that they were talked of, not 
only in town, but through the whole county, 
and I am certain they were effective, for the 
business was a success from the start. 

Yours very truly, H. P. Meccrer. 

Mr. Mellet’s work is well calculated 
to attract attention. It is well dis- 
played, and from its mere goodness is 
a novelty in meat shop advertising. 
The meat dealer is generally satisfied 
to publish his business card if he ad- 
vertises at all. There is just as much 
room to advertise this business as any 
other kind, though I know that the 
men engaged in it do not generally 
think so. They usually tell the adver- 
tising solicitor that it is all right for 
the dry goods men to do advertising, 
but that their business is different— 
that they have nothing to advertise— 
nothing to offer—that all meat stores 
are likely to have the same things at 


INK, 


about the same prices. There 
plenty of pills besides Beecham’ s 
Carter’s. There are plenty of ca: 
besides Kodaks. There are hundr: 
brands of baking powder besides RK 
There is lots of ginger besides Ss 
ford’s, and yet there are thousar 
people who honestly believe that 
are really the only good things i: 
respective lines. One extract of ¢ 
is perhaps just about as much lik 
other extract of ginger as one 
store is like another. If it pa 
advertise one, it will pay to ady 
the other. 

These three ads show what 
Mellet is doing, and may, perhay 
terest other people it in the same lin 


are 
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ATTENTION! 
Beer... EATERS!: 


We have Beef this 
week that cannot 
fail to please the 
most fastidious 
beef epicures. 

Oh, the juice! 
Best tonic after 
the grip. 


MELLET’S MARKET 


PPPOe SEP EPOPEOEOOOOOOOD See eeeeeeeee 





Our Strawberry 
Brand Hams 
With Any Other Nam 
Would Taste as 


SWEET. —-cscmmm. 


MELLET’S MARKET, 16 S. Center St 


Pottsville, Mahanoy City, Tamagq 
Telephone connection each store. 
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NIT’S EASY 


To buy from us 12 pounds | 
of Lard for a dollar. " 

There are other stores where \\ 
you will pay for the same \\ 
amount $1.50. 

Nowadays the half you save 
looks as big as the dollar 
of our daddies. 


MELLET’S MARKET. 


Pottsville, Mahanoy City, Tamaqua 
y Telephone connection each store. 
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READY-MADE ADS. 


write these ready-made ads. They are 
wherever they are found, and credit is 
the author when he is known. Contri- 
f bright ads are solicited. The name 
ess of the writer will be printed, if he 
t to be.-C,. A. B 


ng—( By Saks,Washington, D.C.) 


What Can Be Beiter 


than French Vicuna? 


the finest grade of it—and we want 
nent—isn’t it made up as well as 
uld make it? The lining is silk 
ility. It’s one of those conserva- 
aways that finds favor with the 
cs this season. Now, then, is there 
able excuse for paying $50 dollars 
with this ready-to-wear perfection 


Jeweler- 


THE DEAR GIRLS 
know when 


the engagement ring comes from 
us that the young man means 
business. We don't sell any cheap 
and shoddy stuff. Everything in 
watches, clocks and jewelry that 
we sell will bear expert scrutiny. 


(By Henry Holmes). 


ptable to Any Business—(By S. H 
Blackwell). 


/ ASKED A LADY 


our “ RELIABLE” 
several months, how she 
She replied: ‘I am more than 
th it. { don’t see how I ever got 

ut it. I had no idea so much 
ne with it. It Bakes, Boils, Stews 
anything and everything, just as I 
Well, there,” 
I lease in its p raise, 


ised one of 


Stoves 


said she, “say any- 
and I will in- 


Prices from $6.00 up. 


For Shoes 


CROWDED OUT. 


the truth about these Spring-heel 

We can’t spare em the room. We 

ave found that out before we placed 

der. But we didn't—and now 
pay for it. 

t a even for our money back 

have ’em for less than we paid the 


ine—( By Saks, Washington, D.C.) 


SOME 
FINE 
FIGURING. 


taken some shrewd financiering to 
suits as are in our $12.50 grade on 

ers at that price. $15 is nearer 
th In the making we have been 
articular as if they were the finest. 
ic is the best we ever made up at 
rhere’s a variety most as large as at 


INK. 
For any Business. 


THE BEST WAY. 


When the inquisitive owner of the 
camel asked that patient quadruped, 
“Would you rather go up hill or 
down ?”’ the camel was Yankee enougt 
to answer the question by asking an- 
other: “* Pray, master, is the level way 
across the plain shut up? So with us; 
we have traveled no devious route to 
popularity. Straight bargains, straight 
prices and straight methods are good 
enough for us 


PRETTY FEET 
AT SMALL COST, 


Don’t put off 
Dress Shoes 


buying your 

Better take a little 
time to look around. It will pay 
you to go miles out of your way 
to see and price OUR new styles 
Handsomer and better shoes than 
ours you will not see in this city 
at any price, yet our prices z 
unproportionate ly low 
high qualities we are 
Here are prices 

For Lawn Mowers 


(By S. H. Blackwell) 


for its happ} 
homes and its neat, well-kept houses 1 

lawns. And some of its prettiest lawns 
made pretty and kept pretty with our $3.5 
and $4.50 Lawn Mx 
Can’t y 


wers 
yu afford one ? 


For Clothing 
The Cheapest That’s Good 


is $7.50. We want to caution 
you not to expect any satisfaction 
for less—no matter who offers it 
to you. Nob sell lower 
than we do—a > sell as low as 
we can. But you're as safe at 
$7.50 here as though you paid 
somebody else $10 Want t 
waste $2.50—when we'll guaran- 
tee the wear and the worth ? 


For Any Business 
WOMAN'S RIGHTS 
She's got the right to handle a broom 
And why does she want any more! 
She may wash the dishes to the day of doom 
And we & does she want any more! 
She’s got the right to a soul- oh, yes! 
And why does she want any more? 
‘The right to be pious for two, | guess 
Could any one ask for more! 
And she has her representative now, 
A piece of a man—somewhere, somehow 
Mixed up in all the municipal row 
And how can she want any more ! 


She has many, many more rights than 
these. Among them is the right to buy 
where she pleases, when she pleases and 
what and how she pieases. 

Just now it’s her right and her privilege to 
buy 
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Something New in secs 
Agricultural Journalism. 


TO REACH FARMERS, LOCALLY, BY USING AN AGRICULTURAI 


Farm and Fireside 


will in addition to its regular editions hereafter issue speciai edit 
the States of Illinois and New York, 

An editor has been engaged for each of these States, whose 
time and attention will be given to the gathering of news of fairs, 
winners, conditions of crops, market reports, and other matters « 
interest in his section, 

The edition of each State will be separate and distinct. 

That of New York will have matter of interest to New 
farmers only. 

That of Illinois, matter of interest to Illinois farmers only. 

The object aimed at is to make papers which will have a local 
lation among the farmers ; papers which will contain more news of 
est to the farmers of these States than those now published. 

Advertisers in FARM AND FIRESIDE will have the followin; 
vantages : 

Four editions semi-monthly. 

One having a local circulation among the farmers of Illinois. 

One having a local circulation among the farmers of New Y« 

Eastern edition circulating generally in States east of India 
cepting New York. 

Western edition circulating generally in States west of O! 
cepting Illinois. 

After adding the subscribers of THE Sourn Benn, IN! 
CLOVER LeEaF, which we have bought and consolidated with the 
AND FIRESIDE, we will guarantee that no issue of FARM AND FI 

will be less than 310,0Co copies. 

Advertisements commencing in the issues of September 15th 
inserted at present rates 

New rates go into effect October Ist. 


MAST, CROWELL & KIRKPATRICK, Publishers 


Eastern Office, 108 Times Building, : : New Yerk City. 
JOSEPH W. KENNEDY, Manager. 
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{ THREE GREAT CHARACTERISTICS: 


ENTERPRISING, 
PATRIOTIC, 
RELIABLE. 


eS 
Baltimore American 


Baltimore, Maryland. 


Unsurpassed as an Advertising Medium, and amoug 


one of the oldest Papers in America, 
being founded in 1773. 


It possesses the cardinal features that make it profit 
able to advertisers, honesty, purity of tone, circulation, 
and the confidence of its readers; these are the char- 


acteristics that give a newspaper that quality that 


shrewd advertisers seek. ‘‘THE AMERICAN” is 
Its circulation is good and increasing 
rapidly, and advertisers will find it a paying medium 


such a paper. 


ee 





Sunday, - 
Circulation: | Daily,- - 


Twice-a-week, 


100,000 


40,000 





45,000 


+ 
A. FRANK RICHARDSON, 
Tribune Building, 
New York. 
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r Who's At 
The Helm? 


Let us direct your 
sailing in the adver- 


tising seas and we'll 
steer away from 
rocks and shoals into 
the port of success. 
Think how many we 
have already piloted 
there. Write 


LORD & THOMAS 


= Newspaper and 
Magazine Advertising, 
45-49 Randolph St, 
CHICAGO. 
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Sle 


ILLINOIS 


Is big and rich and full of fine farms and 
fat-pursed farmers. Her broad acres 
and wonderful soil products are of 
world-wide fame. No agricult- 
ural paper within her borders 
is more closely allied or 
more earnestly devoted 
to the welfare of 
all her people 
than is the 


ILLINOIS 


FARNER 


PEORIA, ILL. 


All the farm- 
ers of the State 
are learning this 
fact, and are rapidly 
turning their support 
and influence to their State 
paper. The subscription list, 
formed by several consolidations 
previously announced, is growing 
rapidly and solidly. The circulation 
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is now 12,000 among the best people of 
a 


ILLINOIS 
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Two Great 
Facts 


That we are trying to impress upon 


advertisers : 


Are Immense. 


Only once before in many years have they 


been so good. 


St. Paul Globe 
BEST 


SE 


For covering the field thoroughly for least 
money. 


New York Office: 517 & 518 Temple Court. 
Cc. E. ELLIS, Manager. 
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The Detroit 
Suns 


have added the subscriptions to “*ONCE 
\ MonTH” to their list of subscribers. 
This paper was known as a “ puller” 


for mail order advertisers. 


THE SUNS 


have a circulation of over 120,000 each 
week. The rates are only 4o cents per 
line. A trial ad, *‘ keyed,” will make 
you a steady patron. 

Have you noticed the testimonials 
we have been printing ? 

| shall be glad to furnish you with 
full particulars. 


Cc. E. ELLIS, Special Representative, 


517 and 518 Temple Court, New York City. 
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THE SLATE 


BROKE 


From the\weight of accumulated 
figures re)presenting profits that 
piled into the coffers of the 











Men Who Are Wise 


Who Adverrtise 


In the newspaper {that 


REACHES ALL THE PEOPLE 
ALL THE TIME... 


And the newspaper that does this 





ts 


| Che Chicago Dispatch, 


By JOSEPH R. DUNLOP. 
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It has required indomi- 
table ene’ and pluck to 


make THE EAGLE what it is 
to-day, but the Murdocks 
sre built that way and 
their EaGLe is a bird soar 
ng on the highest peak of 


journalism. — Caldweli 
News. 
Tae Wichita EAGLe is 
slways full of news, but 
Sunday’s issue was so full 
hat it ery py - 
proud bird to hold it. There >PTICL . 
was a time when our peo- sreee FOR ADVER I ISERS 
ple had to depend on Fast 
ern dailies for the news. 
That time is past, as THE 
Wicnita EsGue is “ riding 


| 
the public pulse” at a 1:59 
speed. The EaAGLEisstrict- | 
ly in the swim. —Kiowa Re- 
view. 

THe WICHITA EaGLe now 
prides itself on the acqui- 


sition of the most complete 
newspaper outfit in the 


great South west, including 

the new type-setting ma J * et 
chines. THE EAGLE keeps 

well up toward the head of 

the procession. — Ashland 

Journal. 


THe EaG.e is first choice 
of the people of this section 
as & newspaper, but the 
Murdocks ve formed a 
habit of progressiveness 


that cannot be easily over 
come, especially in wide 
awake Wichita near unto 
a progressive territory 


like Oklahoma.—Alva Pio- 
neer 

That proud and defiant 
bird of the Peerless Prin 
cess, THE WICHITA EAGLE, 


| ” 
has been to its aerie and ele ICESS >: THE > IS 
has ‘been to ite serie and PRINCESS OF THE PLAINS 
new set of 7g rom 

tis 


the head down. now 
brighter and newsier than || 
ever and stands in the => 

front rank for neatness 

andall other qualifications 

for a metropolitan news 

paper. Long may the new Without a Competitor 
screnmaee ores and loud 

enough to from . . 

the Atlantic to the Pacific In Its Field.... 

and from the foothills to 

the gulf.—Kiowa Journal. 

THE EAGLB is one of the 
most enterprising new 8- => 
apers in the West and 
Keeps _, ahead of the 
times in respects i 
Geuda Springs Herald. | Thoroughly up-to-date in 

THE WICHITA EAGLE isan 
all round a, and its M 
style is now strictly metro 
aap ory particu anner 
ar. A t needs to give it 
the largest circulation of 
any paper in the West is Method 
the a popular 
prices. —Woodward News. 

THe EAGLE has done | Make-up 
more than any other one 
thing in making Wichita 
what it is to-day, the best 
city in southwestern Kan- 
sas. Greensburg Republi- 4 
can-Banner. 

THe WicniTaA EaGLe s. Cc. BECKWITH 
exchanges last Sunday in 
exchanges unday in 
the shape of a sample of Sole Agent Foreign Advertising 
work done by a Mergen- 


thaler machine, making 

THE EAGLE - es TRIBUNE BUILDING THE ROOKERY 
paper west of th issis- || y 

Sool River. — Kildare NEW YORK CHICAGO 
Journal, 
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JUST THIS! 


Street Car 
Advertising 


IS A WINNER. 
.. IT HAS COME TO STAY... 


BECAUSE OF ITS INTRINSIC MERIT, BU7 
THERE ARE SEVERAL KINDS. 


WE SELL 


2D SS 
LUIS 


_ ORIGINAL TRADE MARK. 


WRITE US. 


| CARLETON & KISSAM, 


BOSTON TO DENVER. 
DULUTH TO NEW ORLEANS. 
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V ou Want” 


Street Car 
Advertising 


Because... 





Everybody Reads the Ads. 


You have only to share attention with 
16 to 20 others. 
Every position is a preferred one. 


You can figure circulation with absolute | 
certainty. | 


But if you do it you want to do it 
RIGHT! 


Both as to rates, service and reliability. 


Ca 
eeee onsult_$_>_—_——_ 


Carleton & Kissam 


50 Bromfield St., Boston. 
Postal Telegraph Bldg., New York. 


9,000 Full-Time Cars. 
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IF AN 
ee A avertiser 
i cesitiai:: cal 


should write to 10 merchants 
in CiINcINNATI asking what 
daily had the largest circula- 


tion in CINCINNATI 


10 out of 10 


would reply without a mo- 
ment’s hesitation that THE 
CINCINNATI. Post, with its 
guaranteed circulation of over 
125,000 daily, was the leader. 
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There is only 
one leader in 
a city. 
Follow the 
leader. 


LSOd 


E. T. PERRY, 
Manager Foreign Advertising Department, 
63 TRIBUNE BLDG., 66 HARTFORD BLDG., 
NEW YORK. CHICAGO. 








